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JANUS—an old Latin, two-faced deity, 
the god of the sun and the year. The 
god of the beginning of things. 


Sanus ~like 


Silverlite is a two-faced metal. 
On a pure silver base is deposited pure copper 
with the mechanical line of cleavage. This is 
not a plating, but a combining of two metals 
in such a way that they can not be separated 
except in a laboratory. 
Janus-Like Silverlite presents two distinct fronts 
which are inseparably one metal. 
By this construction two important factors in 
illumination are secured: 
(a) Reflected light with a minimum of 
absorption. 
(b) A reflecting surface that can not 
break, peel or chip. 
A permanent retiector. Write for details. 
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Silvered REFLECTORS 


“Pittsburgh” Reflectors have always been superior in efficiency, bril- 
liance, and permanence of silver reflecting surface; in durability of the 
backing and assurance against need of replacement. Now they are equally 
distinctive in appearance, 


The new silver color satin finish is least conspicuous when not con- 
cealed by valance or sign; harmonizes more universally with the va- 
riety of colors found in show window ceilings and backgrounds, and 
will not change under the heat of the type “C’” lamp. 


“Pittsburgh” reflectors stay bright. Not a single one made since 
Aug. 1, 1916, has ever been reported to us as having the silvered reflect- 
ing surface tarnish or discolor—in spite of the 5-year guarantee against 
this specific fault. Write for free booklet, “Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 
(Formerly Pittsburgh Reflector & Illuminating Co.) 


Bowman Bldg., Third and Ross Streets, Pittsburgh, Pa. 
Representatives in Principal Cities 
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Worldwide Recognition Given Display 


ISTORY nowadays is made so fast—yes- 
terday so quickly becomes text in the 
school books for our children’s study— 
that one finds it hard to jump aboard 

the train of reminiscent thoughts without falling 
under the wheels. 

When we hark back to the early methods of 
display advertising and compare them with those 
employed today we marvel at the progress that has 
been made. Not only is this conspicuous in our 
own land, but in every civilized country through- 
out the universe the potency of this merchandising 
asset is recognized and given careful study. 

Although the medium of display was first used 
in the eastern hemisphere by the Biblical street 
merchants and temple mongers, like all other 
forms of mercantile advancement it was developed 
and made practical by American interests. Mer- 
chants in other countries, however, have been 
quick to recognize the leadership shown and eager 
to adopt the most modern and effective means for 
displaying their wares. 

Advancement in any industry or endeavor is 
only possible with a growing knowledge of it, and 
it is through a desire for education in the art and 
practice of display principles that has caused enter- 
prising merchants in many lands to seek au- 
thentic information for the accomplishment of this 
progress. 

The DISPLAY WORLD is justly proud of its 
foreign circulation. Every country of any conse- 
quence is represented among its list of subscribers 
—a positive proof of the universal interest now 


manifested in window display advertising. All of 
these have been received without the slightest 
effort being made to secure them, and many are 
classed among the pioneer readers. 


To list the names of these foreign nations would 
be to quote, practically word for word, from a re- 
cently revised atlas. However, those countries with 
the greatest representation and where the keenest 
interest in the industry has been shown include 
England, Scotland, France, Canada, Italy, Ger- 
many, Argentine, Japan, Australia, South Africa, 
Denmark, China, Austria, Holland, Brazil, Mexico, 
Egypt, Cuba, New Zealand, Newfoundland, and 
Alaska, Hawaii, 
Porto Rico and the Philippine Islands. 





A greater development will be experienced in 
the field of window display during the next few 
years if the past performances and present indica- 
tions may be accepted as a barometer of the things 
that are to follow. Everywhere may be found a 
growing appreciation of the value of merchandise 
visualization and with a universal understanding of 
its power no great imagination is required to fore- 
see the results. 


The DISPLAY WORLD is unconcerned in 
problems that existed centuries, or even decades 
ago, and draws from them only those elements that 
may be successfully employed in the present plan 
of building for the future. The display industry 
is constantly moving forward and it is in the steady 
and speedy advancement that this publication’s 
energies will be directed. 
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1 UST AS an artistic velvet case enhances the beauty of a jewel, 
so do colorful trimmings, beautiful backgrounds, and white, clear, 
perfectly diffused light from Benjamin Show Window Reflectors 
lend attraction and salespower to window displays. 


Benjamin Reflectors bring out the best in the displayed merchan- 














247 W. 17th Street Benjamin Electric Mfg. Co. 





dise — the softness and whiteness of their reflected light invite 
passersby to admire the window show. 


The elliptical angle shape prevents waste of light and “dark spots”—rays from one lamp 
overlap the light from the other, and the straight back of the Benjamin Reflector keeps 
light inside the window. A smaller number of Benjamin Elliptical Angle Reflectors can be 
used—lowering the cost of installation and upkeep. 


The smooth porcelain surface can be cleaned instantly and perfectly with a 
damp cloth. 


The exterior of the Benjamin Reflector is finished in a picturesque warm buff which readily 
harmonizes with almost any window trim. Or if desired, they can be furnished in the 
conventional dark green. 


Our nearest office will gladly help you attain the perfect lighting results possible with the 
Benjamin Elliptical Angle Show Window Reflectors. 


Benjamin installation fittings make it easy to install the Benjamin Reflectors. They also 
enable the window trimmer to quickly detach the reflector for cleaning and then just as 
quickly return it to its place. No. 1406 has screw thread for shade holder No. 4377. 


For color lighting the Laco Colorlite is ideal — it permits the use of full color effects to 
bring out the beauty of goods under display- There is a choice of amber, red, green and 
blue. The illustration shows how it attaches to the lamp. Readily put on or taken off. 





448 
New York 120-128 So. Sangamon Street San Francisco 
Chicago 


Manufactured in Canada by the Benjamin Electric Mfg. Co. of Canada, Ltd., Toronto, Ontario 
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Advertising Value of Artificial Light 


No advertising medium compares with properly-lighted windows 


as a stimulator of new business—Light has universal appeal 


By ALBERT L. GALE 
Vice-President, Fred M. Randall Company, Chicago, Ill. 


OME window!” exclaimed my friend, with 

whom I was walking down a crowded 

business street. We paused in front of a 

store display of rather indifferent charac- 

ter, a display which lacked emphasis because it had no 

central or outstanding feature—a jumble of everything 

from garden hose to silk hose for fair feet. Yet there 

was a charm about it that was inescapable, a compelling 
“punch” that forced us both to stop. 

“It isn’t the display, it’s the light,” I remarked to 
my friend. He immediately agreed that I was right. 

“Now, I continued, “suppose we do a little investi- 
gating. Let’s go back a few doors and I think I will be 
able to show you something interesting.” 

We retraced our steps, and I paused in front of 
what I considered an almost perfect window so far as 
general arrangement, decorative and color scheme and 
good taste were concerned. The display had one strik- 
ing feature that was like a star in a good theatrical 
performance where all the other members of the com- 
pany play up to her. 

In other words, there was a central point of inter- 
est, to which all the other elements in the display con- 
tributed. A single handsomely lettered card was in its 
proper place. The entire window was graceful, beau- 
tiful and artistic. : 

And yet my friend had passed it but a few minutes 
before without noticing it, and had stopped in front of 
an over-displayed, messy looking window whose one 
commendable and attractive feature was light. 

Why? The well-trimmed window, with all its airs 
and atmosphere, was streaked with shadows. The lower 
portion and the sides were almost lost in gloom. Here 
was a near-perfect window display which did not have 
good lighting, and so my friend was not drawn to it. 
The poorly dressed window did have an abundance of 
properly distributed light, and it brought him to a stand- 
still with words of admiration on his lips. 

If good lighting could do that for an indifferent sort 


of window, think of a combination of good lighting and | 


good display ! 

‘My friend’s experience is repeated every night, on 
thousands of streets in numberless shopping centers 
throughout the country. Multiply that experience to 
a point that is easily justified by the facts, and you will 
have something of an idea of the enormous advertising 
waste represented by the failure to use artificial light 
in the way it should be uséd. 

Probably the point cannot be illustrated better than 





by comparing it with the case of the man who builds a 
beautiful house and then fails to improve the yard. His 
place lacks finish and setting, and will never be attrac- 
tive until trees and flowers and lawn are provided. 

Or it may be likened to the carelessness of the ad- 
vertising man, who, after a considerable investment in 
art works and fine plates, permits the selection and use 
of improper type. 

The inadequate lighting of a handsomely trimmed 
show window is like run-down shoes on a man wearing 
a new suit, or a dirty neck with a party dress, or the 
kind of housekeeping that satisfies itself with sweeping 
the dust under the bed and thinks the room is clean. 

One simply doesn’t belong any more than the other. 
Window display of the best sort is not altogether good 
without good lighting, yet a surprisingly large number 
of clever and able window artists fail to give to this 
very essential factor the attention that it deserves. It 
is altogether safe to say that good lighting is far more 
liable to make an attractive window out of a poorly 
trimmed one than clever decoration can ever make out 
of a poorly illuminated one. 

True, this lack of proper lighting is not always the 
fault of the displayman. It must be admitted that there 
are many employers and general managers who, al- 
though generous in supplying their displaymen with 
materials, special exhibits, trims, flowers, show cards 
and the like, and who may pay good salaries to obtain 
the services of real window artists, are unaccountably 
penurious when it comes to the matter of providing the 
right kind of lighting. 

This is the variety of economy which isn’t economy 
at all, as anyone will agree after giving a little serious 
thought to the question. And such an assertion may 
safely be based upon the simple fact that to the human 
eye light is one of the most attractive of elements. An 
investment in light is, therefore, an investment in a 
form of store advertising which is easily near the top 
in the list of effective forms of publicity. 

It is said and known that pictures have a universal 
appeal. This is equally true of light. The bright streets 
have the night crowds, and the brilliant windows have 
more than an equal proportion of the throngs on those 
streets. To obtain maximum results, then, it becomes 
a matter of studying for the best lighting effects, and 
this has resulted in a science in which illumination 
engineers have made great advancement. 

Assuming for the moment that artificial window 
lighting has a value limited to the hours of darkness— 
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which is by no means the fact, as we shall see later on 
—what is the advertising value of show windows at 
night as compared with their daylight worth? I speak 
now from the standpoint of the window in and of itself 
as an instrument for attracting the attention of pedes- 
trians. 

It is true that in the largest cities some of the streets 
in the so-called down-town section do not have as large 
crowds at night as they have during the day. But this 
is not true of all streets in such cities, and even the 
smaller places have their dazzling “Broadways” where 
the people congregate. The reader will know the exact 
conditions with reference to this matter in his own 
town, so it is not necessary to argue the point. 

“But it is worth while to consider the mental impres- 
sionableness of night crowds in shopping districts as 
against daylight crowds. The latter are generally 
hurrying to work, or hastening home, or bound on some 
errand which may mean shopping, lunch, or a definite 
activity that for the time fills the mind to the exclusion 
of all window-shopping desires. Even the women who 
are in town for the specific purpose of visiting the 
stores have a particular store in mind, and deliberate 
and frequent pauses in front of windows are not the 
rule with them to near the extent that such pauses are 
made when walking at night. 


When the lights are on, deliberate window-shop- 
ping is a common practice everywhere. Pedestrians 
window-shop on their way to and from the restaurants, 
the movies and the theatres, when out on buying expe- 
ditions in the business districts near their homes, or 
when idly strolling about. 


It is at such times that the impressions which any 
sort of good advertising creates are easily made. Even 
if the store with the well-lighted and attractively 
dressed window is not open at the time, real buying 
desires are awakened, lasting mental pictures are 
formed, and the after-results in the way of visits to 
such a store, to buy something perhaps seen in the win- 
dow the night before, are valuable beyond estimate. 


Again, among those who are not familiar with a 
store, who may never have traded there before, it is 
most natural to measure that place of business by its 
exterior appearance. New habits are formed slowly, 
and old habits are not easily broken. Take, for ex- 
ample, the woman who has never been in Smith’s store. 
For years she has patronized Brown’s, has always 
found what she wanted there, and has been courteously 
treated. Why should she enter Smith’s door? How is 
Smith going to get her in his place? Perhaps his news- 
paper advertising appeals and his direct advertising and 
his billboards have failed. 


But suppose that one happy day Smith decides to 
brighten up a bit. He gives some real attention to the 
most valuable advertising space under his control—his 
windows; dresses them up as they were never dressed 
before, and installs lights which cause the windows to 
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fairly sing to that woman—‘“come in, come in; this is . 


beautiful, but you ought to see what there is inside.” 
Is there a better way than that to make the woman 
decide that it is time she was finding out what kind of 
a place Smith’s is? 

Nothing else can compare with well-decorated and 
properly lighted windows as an influence in making 
new friends out of people who would otherwise remain 
indifferent and perhaps never enter at all. 

Then it must be remembered that artificial light has 
a very definite daytime value. Daytime shadows, the 
glare which often makes it difficult for a passerby to 
see what is in a window, are broken up and neutralized 
by supplementary artificial lighting, and thus light can 
be made to serve a double purpose. Very often, when 
the sidewalk awnings are lifted, a surplus of sunlight 
makes it almost impossible to see the contents of a win- 
dow, and when the same awnings are down a condition 
of shadows and reflections is formed which only arti- 
ficial light will relieve. There are also the gloomy days 
when to pedestrians well-lighted windows are like 
beacons in a storm, and the science of lighting has cov- 
ered all such conditions and provided a solution whose 
cost is far less than the value of the direct benefits to 
be derived. ‘ 


Along with plenty of light, rightly placed and thus 


properly diffused, should be considered spotlighting and 


color lighting. 


The latter is a study in itself, and must be wisely 
used by the decorator to keep within the bounds of 
good taste. If colored light is to be used, it must har- 
monize with the display colors themselves. The arbi- 
trary use of a red color film, or a film of any other 
color, on materials whose colors are not complementary, 
is to be avoided, and the proper use of these films will 
prove very interesting to the window man and lead him 
into experiments which will be helpful to him in all of 
his dealings with colors, shades, tones and textures. 


The use of the spotlight also calls for discrimina- 
tion, and when properly employed there is nothing more 
effective. We need only to go to the theatrical stage for 
safe guidance in this matter. When a stage “spot” is 
used, there is a “star” on which to use it. The value 
of the spot is emphasis, but it ceases to be valuable 
when overdone or when the thing emphasized is not 
worthy of.such emphasis. The star of your display is 
the object to bring out by the use of the spotlight, but 


_be sure you have a star. 


Window lighting is a display essential in which 
many decorators of today have specialized with won- 
derful results in their work, and all window men will 
eventually follow their example. Along with form, 
arrangement, figures, fabrics and general good taste 
in design and treatment, there most be good lighting. 
It is the most economical and certain way to double a 
window’s attention value—and that is the measure of 
good advertising. 
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Unusual Methods Required for Results 


Your windows are not accomplishing their purpose unless they make 


people look, like, learn and buy—Ordinary means do not attract 


By GEORGE A. SMITH 
Display Advertising Specialist, New York City 


T’S the first impression created by the 

display in the show window that really 

counts. If it catches the eye it has a 

chance to do more—to sell the goods. 
If it fails to catch the eye it loses the opportunity 
to make a buyer of the passerby. This is what 
merchants so often fail to recognize, and, in fact, 
is what has given rise to the question, “Shall it 
be a window junked or a window display ?” 

Some stores seem to think that a window must 
be filled with merchandise in order to bring re- 
sults. They have the impression that every pat- 
tern, style and price must be shown. Others have 
the idea that if a window is stacked full of goods 
it leads the public to believe that they have a tre- 
mendous stock. 

The show window, like the advertisement, must 
accomplish four successive things with the passer- 
by—it must make him look, like, learn and buy. 

A window commonly known as stocky. may at- 
tract if the passerby has need of the merchandise. 
Or it may attract at sale time when price is the 
inducement. But such a window under ordinary 
circumstances is not desirable, because it misses its 
function. It fails to be attractive to the passerby, 
who is not already interested in the goods—it fails 
to awaken the desire to own the goods in the 
window. 

The reason for this is simple. People are not 
interested in merchandise, as such. They do not 
want to buy. No one does. That desire must be 
awakened, fostered, nurtured and developed until 
the desire to own the goods leads the looker-on 
from the front of the show window to the inside 
of the store. The selling then becomes easy. 

This is the purpose of the “display”—the differ- 
ence between the window display and the window 
that is merely filled. 

Decorations are the means by which this end is 
accomplished. They are not for the purpose of 
making the window gaudy, but rather to lend “at- 
mosphere” to the merchandise shown. 

To illustrate: A window full of laces thrown 
over T-stands in a haphazard sort of way would 
not be inviting to the ordinary woman under ordi- 
nary circumstances. But put a vine-covered trellis 
in the background and an urn of flowers in the cen- 
ter and there is immediately a display that attracts 





because it pictures the environment in which laces 
are most often seen. There’s an “atmosphere of 
summer” in that little touch of nature that uncon- 
sciously suggests laces. 

Going a step further, suppose that you utilize 
the full form showing material draped thereon with 
the necessary lace trimming, etc. In this way you 
show just how the lace can be used and the win- 
dow is made just that much more forceful. 

Flowers as decorations are too often regarded 
as an expense. So are.good fixtures. The reason 
is, perhaps, that their part in the success of a dis- 
play can not be definitely measured. If it could 
there would be no question as to the wisdom of 
using them at all times. 

One needs only to look to the big cities for 
proof of these things. Some of the foremost stores 
in the world go to great expense in making win- 
dow displays. Is it for show merely? Not at all! 
It is for the purpose of helping create a desire to 
own the goods. It is for the purpose of lending 
the right environment to the merchandise. 

A beautiful bower of vines, overhanging rustic 
benches, furnishes a background for pretty sum- 
mer frocks or for children’s wash suits because it 
gives at once the idea of how desirable such gar- 
ments are for outdoor wear. The setting furnishes 
the environment. Without it the window would 
merely contain merchandise. 

Another window featuring new styles in para- 
sols along with dresses of fine silks had a very ad- 
mirable Japanese setting. There was an unmis- 
takable link between setting and merchandise. It 
attracted. It was out of the ordinary. 

And that is a vital thing. Having a window 
very much different from the one up the street 
furnishes the customer with a very good reason 
for coming to see the window. And since the mer- 
chandise up the street may be very similar to that 
in your window, the difference must be worked out 
in the setting and the manner of display. 

The thought behind window displays can be 
crystallized thus: “A window can not sell goods; 
it can only arouse the desire to buy”—and this is 
the function of display. 

Accessories play a very important part in good 
window trimming, if used in the proper manner. 
But if not used right, they are detrimental to the 














































showing. By this I mean that if a display of eve- 
ning gowns were shown it would not be proper 
to show umbrellas as an accessory. But this is 
sometimes done by trimmers who should know better. 

The direct results of such work are very easy 
to be imagined, just as the direct results from 
proper displays are inevitably large. 

For example, if you are making a display of 
street suits you should see that near each suit is 
arranged in a graceful and artistic manner the 
proper accessories that go well with a particular 
suit, such as parasols, millinery, shoes, gloves, 
waists, bags, etc. Sometimes a piece of jewelry 
may be added. But be careful that all accessories 
harmonize with the garments on display. 

Suppose that a raincoat window is installed— 
here is where an opportunity comes to show um- 
brellas and rubbers. With dress goods use buttons, 
trimmings, millinery, shoes, bags, jewelry, and an 
umbrella or two. If it happens to be a shoe dis- 
play use findings such as laces, shoe brushes, polish, 
hosiery, etc. These are the things that stimulate 
interest in displays. 

Accessories are almost indispensable in the pres- 
ent-day style of window dressing. They possess 
two decided advantages in that they add life to dis- 
plays and create sales in this class of merchandise. 

Many wintlow dressers in the larger department 
stores. experience more or less trouble in obtain- 


THE DISPLAY WORLD 


Garden Scene Featuring U. S. Rubber Company's Ked Footwear and Garden Hose by George A. Smith 


June, 1925 





ing the different articles from each department, 
merely because the buyer is reluctant to help out 
some other department. He often is so. short- 
sighted that he is unable to take advantage of the 
opportunity which offers to his section for the dis- 
play of his goods, which would perhaps get only 
one or two displays each month. 

This is a bad situation and should not be toler- 
ated in any store, as it is co-operation that gets 
the business. 

Another thing to be considered in this direction 
is the care of merchandise borrowed from different 
sections. Here is where the trouble usually arises. 
A great deal of merchandise is handled shamefully 
by display managers which is entirely uncalled for. 
The opposition shown by the buyer usually arises 
through this channel; therefore, I would advise 
the display manager to use as much care as pos- 
sible in the handling of all merchandise. 

The window display must be orderly and sim- 
ple; it must mean something and it must also be 
appropriate. It should be changed often enough so 
that people who pass the store regularly will fall 
into the habit of looking for the new trim every 
time they pass. This means that the display should 
be changed at least once a week and in large cities 
twice a week would be better. 

While the trimmer must apply the principles of 
art in getting his form and color effects, he must 
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seek to introduce new elements in form, color, ar- 
rangement, grouping and use of open space be- 
tween groups as often as possible. Principles of 
art leave a very wide latitude for originality. 

Many window trimmers use the designs and 
plans presented in trade journals from time to 
time, while others receive their ideas from other 
sources. Books and trade papers are most valuable 
for securing suggestions. In using these designs, 
it is not necessary to copy them exactly as they 
are published if you do not care to. Parts of them 
can be utilized and changed to fit special needs. 

The skillful window trimmer studies every dis- 
play suggestion that comes to his attention. He 
will visit different cities and other nearby stores 
and apply the ideas he has picked up in this way 
that are most suited for business and trade. 


It is essential that the window displayman 
should attain a very wide and thorough knowledge 
of the range of vision in order to be able to prepare 
and install good trade-producing displays. 

The trimmer should study exactly what is re- 
quired of his work in order that the laws of nature 
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Group of U. S. Balloon Tire Displays by Mr. Smith Showing Transparency Backgrounds Blended from Deep Blue 
to Lemon Yellow With Silhouettes in Dull Black. Lights Were Placed Back of Scenes at Bottom of Panel. 


governing the eye will not condemn the display 
and make it fail to secure results on account of 
lack of power to attract. 

A shopper sees dozens of styles of show win- 
dows along the streets of any city, and upon careful 
investigation one will find that few windows are 
constructed with the idea that there is a law gov- 
erning the range of vision. 


For a display to do its full duty, it is absolutely 
necessary that it conform with these laws, and 
since very little regard has been paid to this point 
in the building of store fronts, it is up to the win- 
dow trimmer to make his display of such propor- 
tions as to overcome this disadvantage, if possible. 


Very few of those who pass your place of busi- 
ness have their thoughts centered, or interest 
aroused, in your store. They are hurrying to at- 
tend to business and have no time to look at an 
ordinary show window full of goods. People are 
accustomed to show windows. They are on every 
hand. Therefore, it is foolish to presume that their 
attention can be attracted by ordinary means. You 
have to use extraordinary ones to insure their notice. 
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Eyes Have It In Selling Citrus Fruits 


Psychology shows that eye appeal form of advertising sells large 


quantities of oranges and lemons when they are well displayed 


By W. B. GEISSINGER 
Asst. Adv. Mgr. California Fruit Growers’ Exchange, Los Angeles, Cal. 


RE you a sales psychologist? Do you 

sell your real estate, your insurance 

policies, your automobiles, your wash- 

ing machines, or your cheese by a well- 
directed campaign that has studied (psychologized) 
thé mind of the man to whom you sell? Or do 
you still try to conduct a successful business on 
the principle of the gambler, who leaves it all to 
chance? 

Much is being written at the present time about 
the psychology of selling. Whether a man sells 
overcoats or oranges, it is proved that the applica- 
tion of psychology will help him sell more of these 
products, since it shows him how to make his cus- 
tomers desire to buy more overcoats or more 
oranges. 

Psychology studies the mind. For example, 
psychologists tell us that mind in its earlier stages 
develops through two faculties—memory and an- 
ticipation. Primitive man sees something that at- 
tracts him. Wandering through a tropic jungle he 
perhaps discovers for the first time an orange tree 
and is attracted by its fruit, which he picks and eats 
with consequent enjoyment because of its refrshing 
flavor and thirst-allaying qualities. 

So pleasurable is the sensation he derives from 
eating this fruit that it stimulates memory. Every 
time thereafter that he sees an orange tree he will 
remember that its fruit is good to eat and for thirst, 
and he will take some for that purpose. In time 
memory, at first stimulated only by the sight of 
the tree, will develop into anticipation. When he 
is hungry or thirsty he will remember that a cer- 
tain yellow fruit, which he finds in the jungle, is 
good for hunger and thirst, and so he will set out 
with the object of finding such a tree. 

Civilization through many centuries has de- 
veloped the mental processes of mankind to a stage 
far removed from that of primitive man, but many 
housewives still purchase the food they feed their 
families in much the same manner that their an- 
cestors sought food; that is, they buy by “eye” and 
take the thing that is called to their attenion. 

Even the housewife, who conscientiously plans 
her menu beforehand and seeks the store armed 
with an itemized grocery list is likely to stretch 
that list to include some othér edible or edibles that 
attract her eye. It is possible also that she may 





leave a few blanks purposely on her list with the 
intention of “looking around for something dii- 
ferent for salad or dessert or vegetable.” 

This is an attitude that the grocer should under- 
stand and from which he should profit. When the 
housewife comes into his store for something that 
“looks good to eat,” it is up to him as a grocer 
who uses sales psychology to have something for 
her that does, indeed, “look good to eat.” 

If he can put that display in his window, he is 
doing still better, for then he attracts the purchaser 
before she even comes into his store. Having 
brought her into the store, he has the added oppor- 
tunity of selling her the foods she might have 
planned to purchase from his competitor across the 
street. 

One of the most attractive and appetite-stimu- 
lating displays that the grocer can make is of fruit. 
The orange, which with its bright color, attracted 
the primitive man in the tropic jungle, has the same 
appeal for civilized man. Of all the fruits sold by 
the dealer, it is doubtless the one that has the most 
appeal for the eye. And there is nothing that the 
grocer handles which lends itself more easily to 
the making of a display. 

Accessories are not needed in making an at- 
tractive orange window. A plentiful supply of the 
fruit piled either loosely or in design is as effective 
as an elaborate display, for Mother Nature made 
the orange its own publicity agent when she gave 
this fruit its golden color. 

Using a mass display of fruit has another good 
psychological aspect on the purchaser. By the law 
of association of ideas it makes her think of the fruit 
as plentiful and she is more likely to buy plentifully. 

In making the most effective orange display it 
will be found that California fruit is brighter in 
color than the russet or even the real orange color 
of fruit from other parts of the country. 

Much of the better grade of this fruit comes 
wrapped in tissue paper, wraps that bear the na- 
tionally famous trade-mark, “Sunkist” and “Red 
Ball,” which are also guarantees of quality. For 
the window display it is advisable to have the 
oranges unwrapped so that their natural color will 
attract attention, although a portion of the fruit 
may be only partially unwrapped, so that there is 
an indication and proof of its brand. 
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- Where fruit of this quality is used, it is possible 
for the dealer to secure display material that will 
add materially to the attractions of his window. 
The California Fruit Growers’ Exchange, which 
markets these orange grades, has this year had a 
crew of seventeen dealer service men calling on the 
trade in this country and Canada with display ma- 
terial and sales suggestions. This organization has 
also offered their display material by letter to 
65,000 dealers and is eager to help any retailer who 
handles their fruit in every way possible along this 
line. 

Another point that may be brought out in this 
connection is the use of small sizes when obtain- 
able for displays. Small-sized fruit is often avail- 
able at prices that make it possible to offer bar- 
gains that should make an especial appeal to the 
purchaser. In featuring these sizes, the grocer can 
do himself a good turn by educating the consumer 
to the fact that size has no influence on quality of 
fruit. Large and small oranges come from the 
same tree and are identical in quality and juice 
flavor. Climatic conditions make small sizes plenti- 
ful some years, which creates a marketing and sell- 
ing problem, since the housewife is likely to buy 
this fruit according to her idea that certain sizes 
are better than others. 

In a year when small sizes predominate the 
merchant has a chance to sell for quantity as well 
as quality and so encourage his customer in the 
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orange eating habit, which, once acquired, turns the 
latter into a steady fruit patron. 

The lemon, sister fruit of the orange, also lends 
itself to attractive sales displays. While it does 
not have the appetite appeal that the orange does, 
it is a fruit particularly adapted to featuring with 
the coming of warm weather and “lemonade days.” 
The clever merchant, who has-.studied his psychol- 
ogy well, may fill his window with lemons, leaving 
only a space in the center for thirst-arousing tray 
with glasses and pitcher, in which the beverage of 
circus days calls a warm and thirsty patronage to 
take a bag of lemons home and cool off the throat. 

With both oranges and lemons, as well as with 
any other product, the chief psychology of sales lies 
in getting the customer “to get the habit.” And to 
get the habit the merchant needs to link up the 
mental processes of his customer with the thought 
of these fruits. 

The window display calls the purchaser’s atten- 
tion to oranges or lemons. She buys, eats and re- 
members that these fruits make delicious salads, 
desserts and drinks. Again, she is attracted by a 
fruit display and again she buys oranges and lemons 
—more quickly this time for the habit is gaining. 
Before long she is looking for the window display 
and taking her fruit trade to the merchant who has it. 

Citrus fruits have become a staple in her kitchen 
and a year ’round profit to the grocer, who used 
his psychology. 
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Efficient Display Section Necessary 


No merchant can be classed as one hundred per cent progressive unless 
a progressive and well-equipped display department is maintained 


By W. L. STENSGAARD 


Display Manager, C. W. Klemm, Inc., Bloomington, Illinois 


ERCHANDISING problems are in most 
cases, as old as the hills. Goods have 
been bought and sold since the exist- 





ence of humanity. The methods, how- 





ever, have not developed and kept pace with the 
advancement of civilization, for it is only in the 
last decade that drastic improvements in these 
methods have been made. 

All are familiar with the great progress made 
in the past few years. We see the wonderful retail 
institutions of today handling business volume 
that to our forefathers would have seemed an im- 
possibility. Increased buying power of the pnbiic 
as well as increased population has caused this to 
no small extent. However, no one but the progres- 


sive merchant himself is responsible for the ad- 
vancement in the methods of sale and the enor- 
mous turnover of merchandise. 

It is a well-known fact that every progressive 
merchant fully realizes the valiie and possibilities 
of his window displays. But no matter how prog- 
ressive he may be, it is impossible for him to main- 
tain a genuinely modern front without a displayman 
in charge who is familiar with the latest and most 
effective methods of mercantile display. 

The greatest strides in the display industry have 
taken place during the past ten years—and this 
might be reduced to the last five years. As a dis- 
play profession, did we ever stop to realize that 
we ourselves are responsible for the advancement 





Beautiful Setting Created by Mr. Stensgaard for Display of Toiletries. 
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made in it? 
progressive, who carefully studies his work, and 
who analyzes the needs of his store and commun- 
ity, that does not advance in the profession. No 
one connected with a retail establishment has a 
greater opportunity to demonstrate accomplish- 
ment—to show what he knows and to put in force 
ideas that will sell merchandise—than the display- 


There is not a displayman who 1s 


man. 

Men who have had initiative and the nerve to 
go ahead with their work, thereby demonstrating 
to the merchant the wonderful value of proper dis- 
play, are, in no small way, responsible for the ad- 
vancement of merchandising methods. They have 
kept their windows a step ahead of the store and 
have developed settings and surroundings for the 
merchandise that have been more beautiful and 
practical each season. In this way they have created 
a demand for better merchandise and a desire 
among the buyers.to secure goods in every way 
superior to those of the previous season. 

Through this procedure the public is shown 
something better each season and is unknowingly 
educated for an appreciation of the various forms 
of art in addition to better merchandise. For this 
the displayman is also largely responsible. 

Never before has such a great interest been 
manifested in the importance of window display. 
The large mercantile establishments are making 
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appropriations for this department that are more 
consistent with the results obtained, even if it inust 
be takén from that allotted to newspaper advertising. 
They realize that displays yield greater returns for 
the amount expended than any other form of adver- 
tising, and by allowing the funds for increased dis- 
play. activity increase the returns in proportion. 

Initiative, sound judgment and application of 
every opportunity will not only advance the dis- 
playman in his position, but will stimulate a greater 
interest in the industry as a whole and in modern 
merchandising methods. Efforts properly expended 
are certain to prove of great benefit. There may 
be some cases where a displayman has become con- 
nected with a firm of the old school and can not 
budge, no matter how hard he may try. In such 
a case it is best that he make a change, but a thor- 
ough study of the situation from all angles should 
first be made. 

Every displayman is responsible to himself for 
his advancement. If he is not progressing, if he 
is not standing out above his fellow-workers in at 
least one feature of the profession, then it is time 
to take stock of the situation. Be progressive. 
study to learn, and put forth every effort in any- 
thing attempted. Remember, that what is worth 
doing at all is worth doing well and that by doing 
this you are making yourself a valuable asset to 
the firm and to the world. 
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1925 Display Merchandising Contest 


The DISPLAY WORLD announces its Second Annual Window Dis- 
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play Contest to broadcast the influence of window advertising 


HREE valuable and handsome silver lov- 

ing cups will be the trophies for the 
prize-winning awards in The DIS- 
PLAY WORLD’S Second Annual Win- 
dow Display Merchandising Contest. This contest, 
the second of its kind, will gain the interest of dis- 
play and advertising men throughout the country, 
but more important is the value of this event to 
the.merchandising brains of the country, who will 
more than ever before be impressed with the great 
strides that window display has made in modern 
and successful merchandising. 

The 1925 contest will be subdivided into three 
classes, a massive silver loving cup being awarded 
the grand prize winner in each class. 

CLASS I.—The grand prize will be awarded to 
the display director of the retail store in the United 
States who planned and installed the window dis- 
play that proved to have the greatest merchandis- 
ing value, the decision to be made by the actual 
sales of the merchandise displayed traceable to the 
influence of the window display. Such display may 
not have employed any dealer helps or other dis- 
play material of a national advertiser, but must 
have been a display of general merchandise in- 
stalled strictly on the merits of the merchandise 
picked from within the store. 

CLASS II.—The grand prize will be awarded to 
the display director of the retail store in the United 
States who planned and installed the window dis- 
play of nationally advertised merchandise employ- 
ing in its execution some of the national adver- 
tiser’s standard display material, the display to have 
produced the largest amount of sales of that par- 
ticular merchandise within the store traceable to 
the window display. 

CLASS III.—The grand prize will be awarded 
to the sales or advertising executive for a national 
advertiser in the United States, who planned and 
conducted the most complete window advertising 
campaign for his company on a nation-wide scale. 
The decision is to be made on the basis of the 
effectiveness of the campaign, the number of dis- 
plays installed, the extent of territory covered, and 
the actual increase in sales resulting for the prod- 
uct directly traceable to the window advertising. 

This great contest begins with the publication 
of this issue of The DISPLAY WORLD and closes 
at midnight, December 15, 1925. The contest is 
limited to window displays installed during the 
year 1925. 








Entries for the contest can be made by sub- 
mitting actual photographs of the window displays, 
together with detailed report of their installation, 
dates during which the display was in the window, 
sales data and all other relevant material, and the 
same must be signed by two officers of the com- 
pany as proof of the authenticity of the material 
submitted. The report must give average sales of 
the merchandise before the display was used and 
the amount sold while the display was in, and all 
other relevant data. 

There is plenty of time to plan your entry and 
to submit the necessary material to carry out the 
conditions of the contest. The judges will be 
guided by individual circumstances under which 
the display was installed and the unusualness of 
the results obtained. 

To every wide-awake American retailer and na- 
tional advertiser the potency of window advertis- 
ing is no longer a trade secret, but the application 
of this wonderful medium of advertising so that 
it might accomplish the best results is a labyrinth 
that is still a puzzle to many. This contest is aimed 
to put light on many of the most hidden secrets 
of window display as a direct and prolific sales 

In its 1924 merchandising window display con- 
test the prize award for the general merchandise 
window display was won by W. G. Toll, display 
director for the Frank & Seder Company, Detroit, 
Mich., for a series of window displays that sold 
15,757 men’s shirts in a single day. That was a 
mighty accomplishment. The prize award for the 
nationally advertised merchandise display was won 
by Fred A. Gross, director of displays for the Owl 
Drug Company, San Francisco, Cal., for a window 
display that sold 120 electric heaters in nine days 
at $5.00 per heater, an item that was ordinarily a 
very slow mover for a retail drug store. 

When you leave the theory of window adver- 
tising and get to know its proven results there is 
no room for doubt as to its power and its justifica- 
tion for a greater share of the advertising budgets 
of both retailer and national advertiser. 

George J. Cowan, of Chicago, found after direct 
investigation that successful retailers were gener- 
ally firm believers in window advertising and that 
many of them were convinced that window adver- 
tising was responsible for as much as 50 per cent 
of their business—one store claiming as much as 
80 per cent. 

(Continued on page 51) 
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Essentials of Effective Draping 






Construction of perfect drapes acknowledged by display artists to be 
most difficult branch of profession—Color harmony important 


By JEROME A. KOERBER 
Display Manager, Strawbridge & Clothier, Philadelphia, Pa. 





or study to the subject of draping will 
concede that it is the backbone of a 
large portion of the show window dis- 
plays. It is, in fact, so important that very few 
decorations can be called complete or correct with- 
out the use of drapery in one of its many forms. 

Draperies take on a different character under 
the treatment of nearly every artist, yet their for- 
mation are practically of the same elementary 
parts. Take the most simple or the most difficult 
and complicated drapery, and, upon analysis, it will 
be seen that it is made up of one or all of the fol- 
lowing parts—the folds and festoons, the eyes and 
creases, and the turnover and edges. 

The window shown below featured printed taf- 
feta silks in dresden colorings. The main feature 
was the center drape executed over a French figure 
of modern design. The drape, while it suggested a 
dress designed by Louis Bomlanger, the French de- 
signer, was at the same time an yegaventional 


VERYONE who has given serious thought _ 


Artistic and Elaborate Drapery Display Executed by Maurice Lewis, Decorator, Under Supervision of Jerome A. 
Koerber, Display Manager, Strawbridge & Clothier, Philadelphia, Pa. 


drape which showed the material to the best ad- 
vantage. It was done in a very skillful manner. 


The side drapes were very rich, yet simple. 
They were executed over round-top drape stands, 
care being taken to display the patterns arid tex- 
tures of the material to its advantage. Ribbon to 
harmonize was used to soften the effects. Silk cor- 
sage bouquets and strings of pearls were used as 
accessories on delicate silver stands. 


One of the chief attractions of this window 
was its color effects.. The center drape was white 
with colored figures, the drape on the left was of a 
rich peach shade and the one on the right a deli- 
cate orchid color. The floor was a beautiful shade 
of green. The fan was orchid and the lace collar, 
shoes and stockings were silver. 


Color is most important in all decorations, but 
in draping even greater attention must be paid to 
combinations to prevent ruining beautiful and ar- 
tistic arrangements. 
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Making Buyers Out Of The Passersby 


Display material planned for and with the retailer saves waste and 
disappointment—Complete display of garters paying proposition 


By JOSEPH M. KRAUS 
Advertising Manager, A. Stein & Company, Chicago, IIl. 


ANY manufacturers spend a great deal 
of time and money checking up what 
becomes of their window displays after 
they are sent out. The results of a 
careful analysis along these lines frequently proves 
rather disappointing. If, however, these same 
manufacturers would do their checking and investi- 
gating before they decide upon a window display 
campaign, results would be quite different in the 








majority of cases. 

It is a good plan to call in expert advice when 
the purchase of window display material is con- 
templated. Men actually engaged in trimming 
windows are always accessible for consultation and 
there are many experts in this field of endeavor 
who can be conferred with, to say nothing of the 
advisability of submitting proposed exhibits to a 
croup of dealers for their comments before actual 
orders for lithographing, etc., are placed. 

A great deal of window display advertising ma- 
terial that never finds its way to the window would 
be destined to serve a better purpose if it was 
planned with and for the dealer, rather than so 
ostensibly by and for the manufacturer. 


In our window display campaigns our objective, 


in common with most manufacturers, is a complete 
display of Paris Garters. We have encountered 
many retailers who have voiced objections to the 
idea of devoting so much space to the display of 
our products and have given very sound reasons 
why our request was, to them, unreasonable. How- 
ever, with all due respect to their judgment, we 
know that solid window displays of garters for men’s 
stores is a paying proposition. 

It is difficult to sell anything that you do not 
completely believe in. We believe absolutely that 
it pays the merchant to make a complete window 
display of Paris Garters. Eight years ago when 
we started a campaign along these lines, it looked 
like an impossible proposition to negotiate such a 
plan successfully with any great number of dealers. 
However, we believed in the soundness of our idea 
and gradually our entire sales organization became 
convinced that the dealer could profit as a result 
of tying up in this manner with our. other exten- 
sive national and local advertising efforts. 

The natural objection on the part of the dealer 
to a window display of this product usually crystal- 





lized itself in the question, “Why should I devote 
an entire window to a small thing like a garter? 
Suppose I do sell a couple of dozen of them, what 
profit do I make? It is too small an item to fool 
with. A display of shirts; hats, underwear or 
practically any other line in my store, means real 
sales and a greater volume for me.” 

Such objections were not easy to overcome, yet 
we met it by showing that it is really the small 
things in life—little things—that count. We all 
know that our opinion of an individual is usually 
based on the number of small things we know about 
that individual. It isn’t the big things that a man 
does that really secure the lasting good-will of his 
fellowmen—it is the little things he does every day. 

Our opinion. of a business organization is no 
more than a composite opinion of the several in- 
dividuals in that organization and that, too, is based 
on the small things that the organization, as a 
whole, or the men in the organization as separate 
identities, have done. So, after all, it is not so diffi- 
cult to convince a fair-minded man that the little 
things in life count. He feels that garters are little 
things and we show him that just because they are 
little things they offer an’ exceptional opportunity 
to make a real impression upon the public. 

The dealer who feels that a gross of garters for 
$72 is a small item should remember that if he sells 
a gross of garters he attracts 144 buyers to his 
store, all of whom are mighty good prospects for 
other merchandise. We know of cases where on 
special occasions one store sold as high as 5,000 
pairs of Paris Garters in one day. This gives a fair 
idea as to the pulling power of their sales and dis- 
plays when considered in terms of the buyers ac- 
tually attracted to a store, which, after all, is the 
important consideration. 

Most men need fresh, clean garters.. They de- 
cide, in the morning, when they go downtown that 
they are going to buy a new pair and yet usually 
forget about doing so. A display of garters re- 
minds the passerby of an immediate or pending 
need and he enters the store subconsciously grate- 
ful to the merchant for this gentle reminder. 

We know, as a matter of fact, that a man waits 
anywhere from two to four weeks after he actually 
is in need of a new pair before he remembers to 

(Continued on page 48) 
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“39 st 5 ip PARTS GARTERS 


EXCELLENT EXAMPLES OF EXCLUSIVE PARIS GARTER TRIMS 


(1) By I. I. Lorch, Harris & Company, Dallas, Texas; (2) by Rauh Bros. & Company, Pittsburgh, Pa.; (3) 
by H. W. Duncan, Witt Clothing Company, Oklahoma City, Okla., and (4) by H. H. Tarrasch, Stix, Baer & 
Fuller Company, St. Louis, Mo. 
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Making The Background Assist Sales 


Effectiveness and efficiency of any merchandise display is largely 
dependent upon appropriate and artistic adaptation of background 


By J. WALTER JOHNSON 


S 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


VERY displayman will find it beneficial 
to heed details in constructing his own 
backgrounds, since nothing will more 





quickly serve to register failure in dis- 
plays than haphazardly constructed and installed 
properties. The window requires that same dili- 
gent attention given to the handling of merchandise, 
and if perfection is not evident in each essential, the 
display can not function as a perfect unit. 

The phonograph, radio or music department is 
one that offers a chance for unusual effects in your 
settings. The name of a new song or dance record 
may be used as an inspiration for a clever window, 
as, for instance, the drawing shown below for a 
dance window. Jazz dance music is still with us 


and a setting similar to this one ought to put some 
pep into the record or sheet music sales. 

Composition wall board may be used for con- 
structing the background and a muslin drop used 
for the painting of the orchestra and stage. This 
arrangement can be used for several weeks by sub- 
stituting a scene or drapery for the stage effect 
and eliminating the dance figures. 

In the suggestion this month and those to fol- 
low I will be guided by what experience and study. 
has taught me in the development of ability in 
background construction striving to offer seasonal 
suggestions perfect in application of display prin- 
ciples and adaptable in maximum degree in con- 
junction with merchandise presentations. 
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Dance Record Background Suggestion by J. Walter Johnson, Portland, Ore. 
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No. 610 




















13 years ago this reflector shape 
was originally placed on the mar- 
ket by us. 

Today—it is going stronger 
than ever! 

The test of any product is the 
service which that product, and 
thecompany back of it,renders you. 

X-Ray Reflectors have been giv- 
ing satisfaction since 1897, when 
scientific lighting first began. 

Each succeeding year has seen im- 
provements. 

This is our pledge: That the future 
will bring even bigger and better co- 
operation from us. 


CurTIis LIGHTING, INC. 
1114 West Jackson Boulevard, Chicago 


31 W. Forty-Sixth St., New York 
3113 W. Sixth St., Los Angeles 
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Colored Light In Your Windows 


Practical use of color and motion in the lighting effects will add 
an immeasurable value to the pulling power of the display 


By J. J. MCLAUGHLIN and R. L. ZAHOUR 


Illumination Bureau, Westinghouse Lamp Company, New York City 





UST*as the baby stares at a light, watches 
a moving object with intense interest, 
and reaches for a colored ball, so are we 
attracted by the three pulling powers— 

light, motion and color. 

Your prospective customers strolling down the 
street in the evening will cross to the other side 
to see certain display windows and will walk past 
others without even noticing them. Why is the 
brilliantly lighted window, the one in which some- 
thing is moving, or in which striking color effects 
are employed, so attracting? Because these are 
the windows which send their merchandising mes- 
sage out into the street and compel the passerby 
to stop and look. 

The value of your display windows to you can 
be accurately measured by the number of persons 





who see them. If you want to get the most vut 
of your displays you must keep your windows well 
lighted during the entire evening, since getting 
your message across to the leisurely strolling pe- 
destrians at night is bound to result in increased 
sales. 

The artistic and effective use of colored light- 
ing, however, should not be confused with mere 
amateurish efforts to blend colors. Arrange the 
window display with merchandise of the season, 
then paint the scene with light as any modern stage 
is treated. Use colored light carefully and tone or 
tint with it; do not plaster it on. Regard the win- 
dow as a miniature stage and suit the lighting to 
the scenery, the character of the goods, and the 
season of the year. 

For example, if the display is made up of straw 





Fig. 1—Effective Use of Colored Light in Motor Sales Room Setting 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


L. BAUMANN & CO., 
357 West Chicago Avenue 


Artificial Flowers—Display Decorations 


BENJAMIN ELECTRIC MFG. CO. 
120-28 So. Sangamon Street 


Window Reflectors—Lighting Equipment 


THE BODINE-SPANJER CO. 
1160 Chatham Court 


Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
664 W. Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1114 W. Jackson Blvd. 


Complete Equipment for Lighting Effects. 


THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 


Everything in Display Fixtures 





HIGH LUSTRE PLUSH CO. 
1757 North Central Park Avenue 


Plushes, Velours and Display Fabrics 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL,” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Avenue 


Show Card Boards, Mat Board, Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


SCHACK ARTIFICIAL FLOWER CO. 
134-40 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 











Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 
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hats and Palm Beach or golf clothing, the illumi- 
nation should be of a strong white or golden color, 
giving the impression of a southern beach resort or 
a midsummer outing scene. Or if the display 1s of 
lawn furniture with a hint of summer evening, use 
bluish-green colors and soften the intensities to 
imitate June moonlight. Give the display of library 
furniture the atmosphere of evening by the open 





Examples of Color Lighting Equipment 


fireplace, with light from one direction, consisting 
of blended reds and oranges with purple shadows. 


A typical example of the use of colored light is 
illustrated in the window of a motor sales room, 
Fig. 1. The setting is arranged to represent that 
of a winter scene, and is toned with blue and green 
colored lights blended together to create a typical 
wintry atmosphere. 


Extreme care should be exercised to avoid such 
incongruous combinations as blue light in the 
butcher shop, which turns beefsteak to a liver color, 
or yellow light on linens, silverware or diamonds, 
which makes them look like second-class goods and 
gives the wrong impression of their value. The 
following table gives some idea of the effects of 
colored lights on different colored goods. 


Colored lighting effects can be readily obtained 
by the use of show window reflectors equipped 
with colored gelatin screens or by means of. glass 
color caps which clamp over the lamp bulb. For 
small store windows the use of two or more of 
the general lighting units for production of color 
tone will suffice. For larger store windows, how- 
ever, a double row of window reflectors should be 
employed in order to obtain a high enough inten- 
sity to produce an adcquate amount of illumination 
on the display. The use of colored floodlights or 
spotlights to emphasize a particular article in the 
display is often very effective. 


An important point that should be borne in mind 
when colored lighting is used is the absorption 
effect of the various colored media employed. For 
example, a 100-watt red lamp produces only 92ne- 
half the light intensity that is given out by a 100- 


watt clear lamp, and, therefore, a 200-watt red 
lamp must be used to give the same intensity as 
that of a 100-watt clear size. A list of colors and 
their percentage of absorption of light is given in 
Table B. 


TABLE B 
Per Cent 
Color Absorption 
NCAR 2 os ee ee eS xB 
Ptaber : oie eee a 50 
ERR aes aprenden 66 
Rei 5 3 ee as ee, Ne 75 
Hitle* -2ccerce oe ee 93 


The introduction of animated colored lighting 
in display windows is a recent innovation, and 
where it has been tried it has proved remarkably 
effective. The intermittent changing and blending 
of softly colored light ‘attracts the immediate at- 
tention of those who see it and brings out all the 
different beauties of the window. 

The accompanying diagram, Fig. 2, shows a 
typical wiring installation for a three-color and 
spotlight effect on four circuits. An automatic 
flasher is connected in the circuits of the colored 
lights to effect the color changes continuously. 
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Fig. 2—Four Circuit Installation for Color and 
Spotlight Effects 








With the use of colored flashers, the window 
becomes a real stage on which all sorts of different 
effects can be used to bring out and increase the 
beauty of a display. Such a display proves very 
profitable to the merchant, as the constant change 
of colors has added power to compel passersby to 
stop, come closer, and look. 

A discussion of methods for eliminting daylight 
reflections on show window glass will be covered 
in the next article of this series. 
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THE DISPLAY WORLD 


We Want You to Have 
Our New Fall Book 


A SPECIAL effort is being made by. us to put this 
new book into the hands of every displayman 
and merchant of standing in the country 






BECAUSE 


DESIGNS—Exceed in beauty and practicability 
anything we have ever offered. 


2. QUALITY—Only the finest materials and best 
workmanship havé been employed. 


3. PRICES—You will appreciate what we offer on 
this score as never before. We invite com- 
parison. 
YOUR COPY OF THIS BOOK IS WAITING FOR YOU 
SEND FOR IT RIGHT NOW! 


Write for Book D-1 











Headquarters for Display Ideas and Service 


Manufacturers and Importers of Flowers and Floral Decorations 
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The window display that makes the passer buy 
is one of undoubted “class,” and not the clever, 
novel arrangement that stops traffic but fails to 
pull buyers inside. 


“Stunt stuff” won’t build up prestige or good- 
will, though it may cause tongues to wag and 
brains to speculate. The passerby shops where 
values are insured and backed up by the store 
owners. And invariably we find that the windows 
of all such stores reflect the policies of the man- 
agement. 

To impress upon the public the stability, dig- 
nity and undoubted prestige of your store, noth- 
ing can equal NEWMAN BRONZE BUSINESS 
BUILDERS—those permanently beautiful little 
signs that stand in the windows of all leading 
American merchants. 


They are at once artistic and useful, for they give to your 
displays a tone and a forcefulness that cannot be secured 
through the use of painted cards or obviously cheap signs. 








Considering the sales value of Newman Bronze 
Window Signs, and their guaranteed permanence, 
the initial investment is very small. Even though 
you may wish your trade-mark or signature or 
letterhead accurately reproduced, two or three of 
these big little boosters will cost only a few dol- 
lars. And the returns in actual sales will pleas- 
antly surprise you. 


So if you are constantly striving to build up 
prestige via the show-window route, we offer you 
an opportunity to invest in signs that will aid you 
in wonderful fashion. 


Ask us for suggestions and estimates. There 


are positively no obligations involved and you 


may be mighty glad that you consulted with us. 


N. B. We are the largest makers of brass railings and 
store directories with removable letters in the U. S. 








Representatives Wanted Everywhere 


Display Services: Write for Discounts 


THE NEWMAN MANUFACTURING CO. 


Founded in 1882 i 


420 ELM ST., CINCINNATI, OHIO 
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Display Is Alarm Clock for Latent Sales 


Desire to possess created by magazine and newspaper advertising, but 
of little value unless interest aroused at the point of sale 


By W. C. KIRBY 
Manager Trade Service Dept., E. R. Squibb & Sons, New York City 


HILE walking down that famous street 
around which many successful novels have 
been written, I passed one of New York’s 
most popular cinema palaces. Emblazoned 

across the front in rushing electric letters was the name 
of a new motion picture. I had seen that particular 
picture advertised before in every possible way—on 
billboards and street cars, magazines, newspapers, yes, 
and even aeroplanes. I had promised myself to see it, 
so I succumbed to the colored pictures in the front of 
the theatre showing certain thrilling moments in the 
story. 

It was not until I was comfortably seated inside that 
I realized what happened. Here I was reacting to the 
same impulse that every day I try to persuade the wary 
consumer to do. Get the point? I was sold on the pic- 
ture. The newspapers, magazines and other forms of 
advertising accomplished that, but it needed the last 
decisive “telling shot” of the display to bring me past 
the box office. 

So it goes. National advertisers reach their pros- 
pects in almost every motion of their daily pursuits. In 
the trains, on the road, at home, in the factory or office, 
there is no escaping these relentless messengers of the 
advertiser. They are as persistent and inevitable as 
Aladdin’s Genii, They pop up at the most unexpected 
places. 


No one can question the value of these sound adver- 
tising mediums. They do the laborious missionary 
work. Their job is a difficult one. They must convince 
the prospective consumer of the superiority of the 
product advertised and put him ina receptive frame of 
mind for the sale, and they do their job thoroughly. 
But the poor memory and cheerful indifference of that 
consumer is simply deplorable. It is the curse of every 
advertising man and the reason for the millions spent 
in advertising. 

He reads our ‘national messages and perhaps is im- 
pressed with our story. He communes with himself: 
“Ah! I must try that brand the next time I buy a denti- 
frice. It is so much superior to the one I am using. It 
prevents acid decay. It’s made with milk of magnesia. 
It tastes pleasant and it certainly sounds ideal.” The 
advertising carefully explained these superior features 
of the product. 

Perhaps, a few weeks later, he stops at the corner 
drug store and buys a tube of dental cream, but his re- 
solve is forgotten. His buying habits triumph over his 


poor memory, for alas! he has absolutely forgotten why 
he wanted that dental cream, and sometimes he has even 
forgotten the name. It is so much easier to ask for the 
brand he has always used. Why trouble to rack his 
tired brain for such a small detail? 

Think of it! We spend millons selling this fellow ; 
finally succeed in doing so when he is at home, in the 
office, or wherever our advertisements reach him, and 
then with a careless flip of mind he destroys the intri- 
cate mental picture we have so carefully built up. You 
see, there is the wide gap—that dreaded period between 
time the prospect reads the advertisment and enters 
the store where the goods are sold. That space of time 
psychologists call the period of inhibition. 

What is the good of all these millions spent in con- 
vincing that consumer if we have such a breach in our 
advertising chain at the most vital point—where the 
goods are sold? 

The logical remedy is obvious. We must buttonhole 
the attention of Jim Smith before he enters the retail 
store and jog up his memory. We must repeat the 
points of superiority of our product in a way that will 


bring back to him the entire sales arguments that origi- 


nally sold him on the product. 


Here is the point where the window display steps in 
and fills the gap. Window display advertising is, of 
course, one of the oldest sales promotion methods 
known. In parts of Egypt and other countries, little 
change has been made in the display of the dealer’s 
wares within the past century. Vendors still exhibit 
their goods on the sidewalks as they did in the dead 
past. It has become an accepted truth that displayed 
merchandise is half sold. The test of time has defi- 
nitely proven this method of merchandising as an abso- 
lutely successful scheme. 

It is a far cry, of course, from the splendidly illu- 
minated windows of a metropolitan drug store to the 
street stalls of Cairo, but the basic reason for the dis- 
plays in both cases is the same—to sell goods. The 
perfection of the modern store front and the ever-im- 
proving scientific construction of windows, lighting 
systems, etc., indicate that progressive retailer of today 
realizes the rent he pays is gauged on the location of 
his store. In other words, the circulation of his 
windows. 

This is just the thought the retailer must remember 
in planning his window displays. The national adver- 
tiser pays for his publication advertising in proportion 
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Color 
Lighting 


Beautiful colored win- 
dow effects for holi- 
day or seasonal trims 
may be obtained 
through use of Color 
Screens with Wheeler 
K-7. These screens 
are provided in sets 
of four—one each of 
red, blue, green, and 
amber. They are held 
in a frame which fits 
the mouth of the re- 
flector and is easily at- 
tached or removed. 
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this coupon 
today 
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A Porcelain Enameled Steel Reflector--- 
the highest development in design, con- 
Struction, and efficiency. Gives a broad, 
even flood of light that eliminates 
shadows, dim corners, and light spots 
in your window! 


WINDOW REFLECTORS 
light your displays as they should be lighted! 


The White Enamel reflecting surfaces give a powerful 
white light which the rectangular outlet spreads 
throughout the entire window, bringing out every 
detail of your merchandise. 


And the efficiency of these reflecting surfaces will 
always remain the same—the enamel will not chip, 
peel or discolor with use. 


K-7 is made in 75, 100, and 200-watt sizes. It is easily 
wired and very conveniently installed. 


If you haven't investigated this reflector, then you 
aren't doing justice to your windows. Give them the 
light they deserve—give them the most efficient illu- 


mination possible by equipping them with Wheeler 
K-7 Window Reflectors! 


WHEELER REFLECTOR CO. 


275 CONGRESS ST., BOSTON 


1 WHEELER REFLECTOR CO, 


Boston, Mass. 






Please send me Bulletin No. 2 and complete information 
on Wheeler K-7 Window Reflectors. 
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V3 to Vo 
MORE LIGHT 


A powerful, clear, 
no-glare light for 
your windows and 
cuts down your 
electric bills. 





to the number of readers it reaches. The retailer pays 
his rent in direct proportion to the potential market 
in the surrounding neighborhood and the number of 
transients who pass his windows. Therefore, the re- 
tailer’s window can be considered in the same light as 
the national advertiser’s publication page—that is, as 
so much advertising space. 


Now consider carefully a full-page advertisement in 
the Saturday Evening Post. When an advertiser pays 
this much money for a place in which to park his mes- 
sage he will use more than usual care in deciding just 
what he will put in it. He selects one expert to plan 
the layout of the page—that is, the mechanical con- 





A Few Recent Installations— struction—and another to write the copy or text. The 
Rosenbaum Co., Pittsburgh. entire advertisement is then carefully rehearsed. Does 
Nunn, Bush, Weldon Shoe Co. it possess the proven qualifications of good advertising? 


Chamberlin, Johnson, Du Bose Co., 
Atlanta, Ga. 
D. H. Holmes Co., New Orleans, La. 


Is it coherent, concise, artistically laid out? Does it 
possess unity? Successful advertisements never wan- 


Father and Son Shoe Stores. der from one thought to another. They are all molded 
Walk-Over Shoe Stores. around one central idea. They must attract attention, 
Rice-Hutchins Signet Shoe Stores. arouse interest and create desire. 

SUN-RAY FLOODLIGHTS AND RE- Now consider the average druggist’s window. Does 
FLECTORS ARE INDESTRUCTIBLE he use as much care and thought in designing his dis- 


SUN-RAY LIGHTING PRODUCTS, INC. plays as the national advertiser does his advertise- 


ments? Unfortunately, he does not. If a window is 
119 Lafayette St. (Dept. W) New York, N. Y. dressed so that it is a confusing mass of shapes, colors 


' “Best By Test” and designs, with no attention paid to obtaining a 
simple and unified effect ; if a quantity of merchandise 
Pe ON Aer for widely differing uses is displayed in one window, 
a eterna ene oo so that it is difficult for the passerby to pick out any 


, particular item, and he gets no single definite impres- 
sion, then the retailer is violating every principle of 
5 
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good advertising. 
' For Paper Craft 











PLL P LS 


Large chain stores are excellent examples of per- 
fection in window dressing. If the windows are ex- 
tremely large, it is, of course, difficult to restrict the 
display to one class of products, but where it is neces- 
sary to display more than one the window should be 
so divided that each section is a unit in itself. 


ROD 


4 * * * 
Supreme Quality 

§ Made in Thirty-three Brilliant 
3 Shades and Colors 


} RINKLE 
IXREPE 

3 IS MADE ESPECIALLY FOR 
3 DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 


~ 


It will not take a retailer long to find out whether 
or not he possesses artistic and advertising ability to 
dress a good window, or if his clerks can dress one. 
If he finds that he or his assistants are not inclined in 
this direction, then it will be far better for them to 
have the windows decorated by an expert. 


The advantage the retailer has over the national ad- 
vertiser is in the results his displays will produce. The 
advertiser must sometimes wait for months to find out 
just what results his advertisements produced. Two 
or three days is sufficient for a dealer to know whether 
or not he has made a selling window display. If he 


A 
} 
The Tuttle Press Co. 3 finds he is not getting the response he should, the win- 
4 
; 
, 


Manufactured by 


APPLETON, WISCONSIN dow should be changed immediately. But one thing is 


almost absolutely certain, and that is, unless unity is 
1899 — 1925 preserved in decorating a store window it will not 
so nitatasien mae aaa ane asec ece tacit ae accomplish the sales work it should. 
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Pep Up Your Displays 





Se 
CUTAWL 


The decorative panels in this display by Harzfeld’s, Kansas City, 
show what distinctive and original effects can easily be produced 


CF oe waa is the making of a display. Your mind is full of ideas—features that are different from anything else 









Designed by H. Garfinkel, Display Manager 


ever used in your city. But you’re stumped on how to make them. To buy from a display manufacturer may cost 
too much. To make them yourself has heretofore been too long and tedious a job, and too costly. 


But now the CUTAWL saves you from all these handicaps. It makes your displays an outstanding success. With it you 
can cut almost any design your fancy creates—out of wallboard, cloth, cardboard, or tissue. Cuts with clean, smooth 
edges. Straight lines, curves or corners. Starts cutting anywhere without starting holes or adjustments. Cuts one or 
many thicknesses up to nearly one-half inch. Extremely sample and rapid in operation. A boy or girl can cut the designs 
you create. Don’t handicap your success and the productivity of your displays by being without a CUTAWL any longer. 
Write now for complete information and details of our 15 day free trial offer. 


THE INTERNATIONAL REGISTER CO., 13 S. Throop St., CHICAGO 
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“he ART of Here is a Book that Reveals all Secrets of 
DRAPING 


CAN 


Expert Draping 


me ie “THE ART of DRAPING” 


CONTENTS 
The fundamentals of draping; fixtures—what they 


BY JEROME A. KOERBER 
is a complete, modern and practical text and reference 





book on the subject of mercantile and display draping. 
It covers the subject thoroughly, comprehensively and 
authoritatively, and is profusely illustrated with dia- 
grams, pen drawings and photographs. | ; 

The contents of this book is a revelation, as it com- 
prises the experience of a life spent in the execution 
of draping art by the country’s foremost draping au- 
thority. 


Published by 


1209-11 Sycamore Street 





Profusely Illustrated—Substantial Cloth Binding—128 Pages—Page Size, 744 x 1034 
Books Shipped Same Day Your Order is Received—Order TODAY! 


SPECIAL OFFER—A copy of this new book, THE ART OF 
DRAPING, together with a year’s subscription to The DIS- 
PLAY WORLD at a cash saving of $1.00—Both for $4.00. : 


If you are already a subscriber your subscription will be extended. 


are and their importance; how records are kept in dis- 
play department; efficiency in decorator’s room; general 
knowledge of merchandise; the structure of drapery; 
ornamentation of drapery; importance of color and color 
harmony; a chart of colors and combinations; com- 
bining colors by'use of color chart; some pertinent 
advice—errors to be avoided; draping examples illus- 
trated and described. 


Price $3.00 Postpaid 


: ORDER BLANK 


| 

4 The Display Publishing Co., -Cincinnati, 0. 
Gentlemen: Enclosed find money order 
© for $3.00 for one copy of Koerber’s ART 
! OF DRAPING. 


q “Ship postpaid to following address: 


THE DISPLAY PUBLISHING CO. _$ ssisess.... ccc 


Cincinnati, O. | 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Top Left by John H. Gray, Ransom Dry Goods Co., Coshocton, O.; Top Right by R. A. DuBrell, E, E. Atkinson 

Company, St. Paul, Minn.; Center Upper Left by Andrew Matzer, F. & R. Lazarus Company, Columbus, O.; 

Center Upper Right by R. K. Henry, Efirds’ Department Store, Charlotte, N. C.; Center Lower Left by J. H. 

Hilton, Ritter & Meyer, Youngstown, O.; Center Lower Right by C. M. Herr, Thé Fair, Chicago, Ill.; Bottom 

Left by Harold L. Braudis, Meekins, Packard & Wheat, Inc., Springfield, Mass.; Bottom Right by R, H. Lon- 
genbaugh, the. Eagle Store, Chicago, Ill. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


Top Left by Edward E. O’Donnell, Sisson Bros.-Welden Company, Binghamton, N. Y.; Top Right by R. C. 

\Tillspaugh, New York Store, Helena, Mont.; Center Upper Left by F. M. Head, Owl Drug Company, Los An- 

eles, Cal.; Center Upper Right by J. F. Gruenheck, Hill Bros., Fond du Lac, Wis.; Center Lower Left by W. R. 

Bevan, Smith & Welton Co., Norfollk, Va.; Center Lower Right by Scott L. Crail, Mullen & Bluett, Los Angeles, 

Cal.; Bottom Left by Harry W. Hoile, Rorabaugh-Brown D. G. Co.. Oklahoma City, Okla.; Bottom Right by 
W.R. Harre, Maas Brothers, Tampa, Fla. 
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Elaborate Beach Settings Unessential 


Realistically produced bathing scenes not necessary when swimming 


apparel with a combination of style and utility is being featured 


By IONE MAE SWEET 


Associate Director, Knitted Outerwear Bureau, Inc., New York City 


HERE is no one right way to display 
bathing suits. A visit to a dozen cities 
will reveal many examples, all as unlike 
one another as a group of schoolboys, 
yet all pulling business for the stores concerned. 
Of the many factors determining the kind of dis- 
play to be used, the foremost to be given considera- 
tion are the class of trade, season of the year, lines 
of swimming suits stocked, and whether the appeal 
is to one or both sexes. 

Perhaps the greatest problem is that faced by 
the small store merchant and sporting goods dealer 
who are forced to compete with the large depart- 
ment stores. Stepping across to the largest store 
in town he is greeted by a window display show‘ng 
a realistic bathing beach setting with, perhaps, the 
board walk realistically reproduced and an ocean 
view that looks like the genuine article. As for the 
bevy of bathing beauites he is human enough to 
give more than casual attention. 

“What’ll I do?” he is likely to hum. “It’s a very 
pretty picture,” he muses. Good business demands 
that he give the department store a counter attrac- 
tion at his own store, but the facilities at his com- 
mand make the situation appear hopeless. 

The limited accessories at his demand make im- 
possible a duplication. He can not compete with a 





Attractive Bathing Suit Display by A. W. Cunning- 
ham, Rorabaugh-Wiley Co., Hutchinson, Kansas. 


painted backdrop, painted set pieces or cutouts on 
an elaborate scale. With only “Annie” and “John” 
(his two wax figures) on his payroll it is out of the 
question for him to strive to represent. family 
parties on the beach. 

Maybe his window is too small to introduce wax 
figures with the proper balance. The whole dis- 





play must, therefore, be devised on a miniature 
scale. His stock is confined to staple lines, which 
eliminates the novelties that stimulate interest in 
the department store display. 

Looks rather serious, doesn’t it? He needn’t 
worry, however, if he is willing to work with the 
accessories he has at his command. 

For one thing, the large department store at- 
tracts an entirely different clientele. The modern 
miss who looks for plenty of snap and style is sold 
on the “ensemble” idea, which means that the suit, 
cap, hose, shoes, cape, beach bag, etc., must match 
like a dozen spools of silk thread of the same shade. 
To her the swimming qualities of the suit are sec- 
ondary. She is usually the type of miss, who, like 
the far-famed Mack Sennett bathing beauties, does, 
more lounging about on the beach than actual 
swimming. Her water experiences are largely con- 
fined to wading in up to her neck. 

But the women, young or middle aged, who 
loves swimming for swimming’s sake, is the type 
who is easily attracted to the store which carries 
a stock of practical suits, those that will give prac- 
tical service in the water. None of your satin or 
silk suits for her—she seeks the combinaton of 
style and utility that the knitted swimming suit 
affords. 

Man, of course, is not at all difficult to classify. 
Department stores resort to all sorts of subterfuges 
to drag him into their establishments. They attend 
to his needs on the street floor and give him a sepa- 
rate entrance, yet he often stays away. 

He will always patronize a real he-man’s store 
or a shop where he can drop in and get away in 
a hurry in preference to a feminine paradise. He 
may love the ladies, but he prefers to meet them in 
the right place at the right time—and his schedule 
doesn’t include a department store. 

These, then, are the persons who form a natural 
audience for the window story of the small or ex- 
clusive retailer. It is to them that he should ad- 
dress his displays ; their tastes he should consider in 
attempting to overcome display limitations in ex- 
hibiting knitted bathing suits. 

An attention-getting display that could be car- 
ried out with two feminine wax figures, either full 
length or bust, was suggested by an excellent one 
recently created by Mr. Bellaire for Himelhoch 
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Admirable Bathing Suit Idea With Powerful Sales Value by Paul W. Hornung, Director of Displays, 
Lord & Taylor Company, New York City 


3ros. & Company, Detroit, Mich., exclusive femi- 
nine apparel shop. The main feature, as two ex- 
planatory cards read, was “The Bathing Suit of 
Yesterday” and “The Swimming Suit of Today.” 
The first card was fastened to a woman bather 
wearing a cumbersome suit—vintage of the late 
nineties—while her modern companion wore a 
snappy suit that could not by any stretch of the 
imagination handicap her movements in the water. 
The contrast showed not only the advance in active 


‘ sportsmanship and the sensible attitude of the 


modern swimmer toward sports clothes, but it pic- 
tured as well the marvelous advance in knitting art 
evidenced by the products of today’s knitted outer 
wear manufacturers. The floor was covered half- 
way with beach sand, on which a number of knitted 
suits, rubber caps and canvas shoes were laid out. 
If you have room, as in this case, introduce a beach 
umbrella—open and tilt it sideways for effective 
background. 

Although only ‘one wax model was introduced 
ina display by the Newman-Stern Company, Cleve- 
land, Ohio, Display Manager H. J. Huff paid such 
close attenton to detail that passersby gave the 
lifelike figure more than a casual inspection. The 
man wore a two-piece life-saver suit, and his legs 
and feet were entirely bare just as the average male 
bather appears on the beach. He carried a hand- 
ball in his right hand—a touch greatly conducive 
to the desired effect of realism. A white spotlight 


was flashed from the center front on the model. 
Other suits were displayed on the floor. 

The background is the least important of the 
foregoing displays, being given little consideration, 
but with the beach “atmosphere” none the less 
slighted on this account. As a matter of fact, a 
too elaborate background detracts attention from 
the merchandise on exhibition. Department stores 
feature a large number of these backgrounds be- 
cause they are not so concerned with making direct 
sales from the windows, which are largely in the 
light of sales creators, to show the women folks 
what they should wear to keep abreast with the 
fashions. 

The small retailer, however, has to regard his 
windows strictly from a dollar and cents stand- 
point. They have to directly influence sales of 
knitted swimming suits, so if he keeps down the 
beach “atmosphere” to reasonable limits, the bath- 
ing suits will speak for themselves. 





JUVENILE FASHION PARADE DRAWS CROWDS 

Hundreds of children were recently attracted to J. W. 
Robinson Company, Los Angeles, to witness a Lilliputian 
vaudeville performance which was staged in the toy de- 
partment under the direction of H. C. Petit, display mgr. 

The performance was put on both in the morning and 
the afternoon, with large gatherings each time. The pro- 
logue, called “Parade of the Flowers,” consisted of 18 doll 
carriages decorated in flowers and wheeled by beautiful 
and fashionably clad little girls. 
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Who They Are and What They Say 


No. 16—MILTON HARTMANN, Baltimore, Md. 

















ANY boys when young are looked upon 
by all the neighbors as “triflers.” They 
are termed “easy going” and it is fre- 
quently claimed that they will never 

amount to anything. However, they are more 

often “dreamers”—fired with the quality of am- 
bition, which is not latent, but instead is ever seek- 
ing promotion, and when earned inevitably brings 

a strengthening of character 

and an increase of power. 

Such was the case of 
Milton Hartmann, oldest son 
of seven children, who lived 
in the country and whose 
education, or, we might say, 
booklearning was secured 
from only four years of 
training at school. His suc- 
cess can truly be termed 
self-made, he, having lifted 
himself to the top of the 
proverbial ladder of success 
by his own boot straps. 

At the age of thirteen 
Milton entered the field of 
labor as cash boy with Hutz- 
ler Brothers of Baltimore, 
at a weekly wage of one 
dollar and _ seventy - five 
cents. Being well pleased 
with his first venture in the 
business world he endeav- 
ored to make the most of it 
and get from it everything 
that was to be had. At this 
age, when most boys are thinking only of baseball, 
marbles and skating, his faithful application to as- 
signed duties became evident and when someone 
was needed for a particular piece of work he was 
selected to handle the job. 

At this point Fate entered and decreed that Mil- 
ton should help out in the window dressing depart- 
ment during rush periods. His new work was com- 
mendable, and was so recognized, not only by the 
display manager but by the floor manager under 
whose supervision he worked. The floor manager, 
anxious to see him advance and make something 
of himself, secured his transfer to the display de- 


partment. This was a memorable day—he had 








MILTON HARTMANN 


Display Manager, Brager of Batimore, Md. 


started to climb up the ladder of success. 

Advancement rapidly followed and besides gain- 
ing a thorough knowledge in card writing and in- 
terior decorating he was advanced to second assist- 
ant to the display manager. In this capacity, after 
having proven himself competent, he was allowed 
to trim the interior of-the store and at times put in 
window displays of his own creation. Needless to 
say he was quite proud of 
this work. 

Rumors of an opening in 
the store of Brager of Balti- 
more led him to apply for 
the position and was en- 
gaged as interior decorator. 
In this capacity he served 
for three years, and then, 
due to a change in the man- 
agement of the department 
and as recognition of his 
commendable work, he was 
advanced, and took complete 
charge of the display, inter- 
ior and exterior. Tireless 
effort and ceaseless work 
had its reward. In a recent 
interview Mr. Hartman 
said: 

“Window display has 
made many great advances 
during the past few years 
but I believe that the greatest 
is yet to come. I have been 
employed with Brager of 
Baltimore for the last eigh- 
teen years and well remember the conditions under 
which we first worked. All the fixtures we had 
in those days were in use with no reserve stock 
to draw from, and then practically all of the back- 
grounds and fixtures were made in our own shop. 
Today this is not the case for the displayman can 
get any equipment desired from the manufacturers 

“Although times have changed I am just as 
enthusiastic over my work as when I first started. 
Brager of Baltimore is a splendid firm to work for 
and are not slow to recognize concentrated efforts 
and good work but instead are ready to reward the 
sincere worker. I firmly believe in the old saying. 
“Do. the Best You Can With the Best You Have.” 
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You'll Profit 


in the way of increased sales and the 


saving of time and worry, if you use 


al 





UPON RE- 
eg 7 
OoU WE 


WARD A COPY 
OF OUR 
ILLUSTRATED 
CATALOG 
NO. 12! 


ONLI-WA 
Display Fixtures 


for correct displaying of 
your merchandise — es- 


pecially attractive in 
the Octagon design 
illustrated. 


ONLI-WA FIXTURES 
are designed and built 
by men who under- 
stand the displayman’s 
needs and who special- 
ize in turning out a 
product that will prove 
a credit to the ONLI- 
WA commninetion. 








You can add 


color 


and atmosphere 
to your summer 
displays by 
means of 


COLORED 
LIGHTING 


An original and 
valuable display 
idea. 

Write for details 












Reg. U. Ss. Fes. Off. 
QUALITY and ORIGINALITY 


THE ONLI-WA FIXTURE CO. 





Dept. D. W. 








St. Paul Avenue 








Dayton, O. J 
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GEORGE SCHMIEDEL 


Georgian Silk Plushes 


FOR WINDOW DISPLAY 
AND 
ALL DECORATIVE PURPOSES 


NEW YORK OFFICE 
50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 


CHICAGO OFFICE 
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1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. 
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It is becoming more and more 
apparent to those who “think” 
about our professional progress 
that through the abandonment 
of selfishness there is not only a greater personal 
gain, but an dmelioration of the entire display in- 
dustry. This, of course, is apart from the con- 
spicuous personal talent exhibited by individuals, 


Responsibility 
For Others Has 
Exalted Industry 


which has a large share in the ultimate result—the . 


improvement in the artistic quality that marks the 
completed setting. 


This absence of selfish hedging about of indi- 
vidual knowledge or talent—this feeling of respon- 
sibility for the other fellow—has been and is the 
invariable mark of our “big” men. Fraser, Landers, 
Frankenthal, Harry Jones, Wendel, Cronin, Goett- 
man, Koerber—names that run through a long list 
of those who by that very unselfishness have 
formed a foundation upon which our display adver- 
tising superstructure rests—have given to their 
fellow-displaymen all that they possess of judg- 
ment, advice and time. 


Each of us holds in his hands the destiny of 
personal development as measured by an accept- 
ance of responsibility toward others. An under- 
standing of this fact has sent leaders of each era 
into uncharted realms of science, philosophy, in- 
vention and industrial advancement. Despite the 
doubt, fear and prejudice of those who have first 
persecuted and then praised, these leaders have 
held firm to their endeavors, strengthened by their 
convictions of responsibility. 

The greatest achievements of this commercial 
age are tributes to co-operation. As it became an 
operative factor in industry, industry grew, and 





this growth made necessary the insurance of larger 
and more stable markets. 


To aid in the accomplishment of this essential 
objective came the modern form of display adver- 
tising. Its coming made the advertiser realize that 
his product had to be more reliable; it had to be 
more desirable. Therefore, where window display 
has been given its proper place in the operation of 
a business, it has stimulated improvements in the 
quality and design of the product, reduced costs, 
increased financial standing and widened and sta- 
bilized sales. 


In establishing a national recognition of com- 
mercial responsibility, display has provided indus- 
try with one of its greatest means for continued 
success, for, by the very act of displaying mer- 
chandise, business proves and proclaims its respon- 
sibility and right to prosper. 





Beethoven, who sought his 


5 k : 
. inspiration in the woods, 
Greatest Powers in learned to love a tree more 


Display Advertising thana man. Whistler, tramp- 


ing the streets of London at night, found that in 
the mystic dark “warehouses became paiaces” to 
his eyes. Walt Whitman, delighting in the com- 
panionship of the humble and the poor, absorbed 
from them the democracy that made him great. 

These are the types of men—the musician, the 
painter, the poet—with whom the world associates 
the thoughts of inspiration. Practical men of af- 
fairs are wont to disregard it as something pecu- 
liar to the temperament and work of the artist. 
Its place in everyday affairs is often laughed away, 
its mention in business dismissed with a jest. 


Inspiration One of 
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Yet inspiration is nothing more or less than the 
imparting of an idea to the mind, the awakening 
of an emotion in the breast,.the communication of 
an influence making for thought, feeling or action. 

The rug maker, weaving into his patterns colors 
and symmetries gained from the spectacle of life— 
that is inspiration. And the bookkeeper’s sluggish 
breakfast appetite, awakened by the aroma of 
buckwheat cakes and sausage—that, too, is inspira- 
tion. The artist spellbound by the sea, and the 
housewife swayed by the displays seen in the shop 
windows, find the same_thing—inspiration. The 
creat difference is that the artist is in need of in- 
spiration for only one subject, his art; but the 
housewife needs inspiration on a host of subjects— 
food, clothing, furnishings, pleasures, and all the 
other things of life. 

When the poet is searching for an idea to help 
him write a sonnet, and the display manager is 
looking for an idea to help him sell the merchan- 
dise, they are brothers in their need. The poet 
may go to the stars for aid, and the display man- 
ager may go to his assistants or department’ man- 
agers—but the thing they seek is the same. 

And the success of the poet’s sonnet depends 
upon its power to inspire those who read it, just 
as the success of the commercial product depends 
upon its power to inspire those who may be ex- 
pected to buy it. Display advertising can not help 
the sonnet, but it does serve the product. 





Reports from every section 
Windows Should Be, the country evidence a 
Carefully Arranged growing appreciation on 
Throughout the Year ),. part of merchants, large 
and small, of the value of seasonal fashion revues 
and displays. 

The recent showing in thousands of American 
cities, more elaborate in presentation than ever be- 
fore, attracted the bulk of the country’s shopping 
public and the almost unanimous attention directed 
to the window displays has had, undoubtedly, a de- 
cided tendency to arouse merchants to a keener 
appreciation of the show window as a sales stimu- 
lator. 

It is an accepted fact that greatest results fol- 
low the most powerful force in attracting atten- 
tion, and in retail merchandising the best means of 
getting that attention is through appropriately ar- 
ranged merchandise in an attractive show window. 

These windows should be constant forces in 
sales making, not utilized for the purpose on spe- 
cific occasions only. The function of a show win- 
dow is no different at seasonal opening time than 
any other day or week. It holds for every mer- 
chant great sales possibilities at all times and wise 
merchants will turn these potentialities into profits. 
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Keep neat displays in your windows always— 
they are constantly working—but they will work 
for you or against you according to the attention 
given them. 





As an individual, the novice in 
any art is‘a nuisance. Yet as a 
collective body of individuals 
they are singularly important. 
Indeed more, they are indispensable. The individual 
novice or amateur, usurping the rights of the pro- 
fessional worker and attempting to do that which 
he is not capable of doing, is a deterrent to the ac- 
tivities of the professional and hence to the very 
thing which claims his enthusiastic devotion. 

Instead of glorifying the work of the profes- 
sional he belittles it and brings it into disrepute 
through the commonplace crudities of his own at- 
tempts. And there is,no saving grace in the fact 
that this belittling is done without intention. It is 
not the tin-panny “thump-thump” of the amateur 
musician that engenders in us a liking for the 
music of a master technician—we sit attentive be- 
fore the master in spite of our memory of the 
“thump-thump.” 

However, it is the spirit that pervades them as 
a group that is the significant and indispensable 
thing about novices. What the individual novice 
does in any field is of no, or almost no, importance 
to the professionals in that field. But what a lot 
of amateurs and novices are doing is not only of 
interesting value to the professionals but of actual 
stimulating value as well. 


Today’s Novices 
Are Tomorrow’s 
Professionals 


Take the case of display advertising, an industry 
in which most of us are vitally interested. If it 
were not for the fact that there are thousands of 
novices all over the country earnestly engaged in 
window and store decoration, the field of profes- 
sional décorating would not be so fallow as it is to- 
day. These neophytes, in developing their taste for 
the art, have learned what is good and what is not 
good in draping, wax figures, backgrounds, show 
cards, fixtures, etc. They know when they see it, 
not only what pleases them, but what is right and 
proper from the art and merchandising value stand- 
point. Furthermore, having tried to do the work 
of decoration they have learned its difficulties and 
can appreciate, in a successful scheme, the obstacles 
which the professional has surmounted. 

The greatest exigency for the novice, both in- 
dividually and collectively, is his later development 
into a finished craftsman and worthy of recognition 
among the professional ranks. There should be no 
retarding of his talents and ambitions, but, instead, 
he should be given every encouragement to carry 
on to the point where his success will mean a 
glorification and aggrandizement of the art. 




















































36 





THE DISPLAY WORLD 





June, 1925 


Application of Art In Merchandising 


Store may be made strong educational center embodying both artistic 
and commercial features by close attention to decorations 


By M. F. HERSHEY 
Display Manager, The Stewart Dry Goods Company, Louisville, Ky. 


EMI-EXTERIOR decorations, relatively 

speaking, hold that all important and 
interesting positon just between interior 
and exterior, that part of the house 
known as the porch or portico. Apartments usually 
have sun parlors or solariums, and in mansions and 
elegant summer hotels it may be referred to’as the 
plaza, patio or court. 

In this same relative position we are able to 
visualize spring, that beautiful season of the year 
just between winter and summer, with its budding 
life, dainty, colorful foliage and blossoms. What 
more could one wish for to visualize a window set- 
ting, portraying these elements. : 

The selection of a motif that will conform with 
the season and occasion, yet one from which com- 
mon-sense-thought displays may be created is very 
important. Such requisites as daintiness, delicate, 
graceful lines, strong colorings and designs, and, 
above all, stability of purpose, character and dignity 
should be incorporated. 

Through co-ordination the people of the six- 
teenth century gave us our cathedrals. Today 
through co-operation we can have a twentieth cen- 
tury department store embodying both commercial 
and artistic features equal to the durablity and 
character of the medieval cathedral. 

Constantly bearing this thought in mind we 
have opportunity through the medium of window 
and interior decoration to make the store a strong 
educational center of commercialism backed up by 
art and merchandising. With the thought of edu- 
cation one immediately links this third dimension 
of business to service. 

Such service is that satisfying feeling the cos- 
mopolitan public has in this type of store. Animals 
instinctively go where they can find water; people 
knowingly go'to a store where an atmosphere of 
service prevails and a store of this character quickly 
extends into those communities which offer the 
greatest potential sales. 

If a store desires to know the power of its win- 
dows it should ask the public. By persistently 
maintaining a standard through aggressive mer- 
chandising and creating good work in the windows 
and interior, the public is being satisfied, which, 
summed up, is education. Anything thoroughly 





done is art and is appreciated to a surprising extent 





by all the people, for they are ever desirous of hav- 
ing beautiful and better things. 

Everyone, at some time or other, has experi- 
enced the difference in the atmosphere of two 
widely separated types of stores. They have no- 
ticed one store uninteresting and absolutely devoid 
of any warmth or friendliness, a lack of communi- 
cation within the store and with its customers. 

In the other type the attention is first attracted 
by the unusual artistic and well-merchandised win- 
dows acting as a magnet in drawing customers 
into the store. Here is also found a homey atmos- 
phere. The reason may not be known, but an 
analyzation will more than likely reveal courteous 
sales people, refreshing and well-displayed mer- 
chandise, fascinating decorations, and that unseen 
feeling of friendliness and sincere welcome that 
permeates the entire store. 

All designing, decorating and workmanship of 
the windows illustrated here were handled by our 
own staff, which is composed of Hubbard Toombs, 
first assistant, and J. Alexander Scott, artist and 
designer. Mr. Scott is also instructor of modern 
and poster art at the Kentucky Academy of Fine 
Arts of Louisville. 

The upper left setting of the group of displays 
was arranged for a millinery window. The paint- 
ing in the center was the handiwork of Mr. Scott 
and is the last word in modern art and its appli- 
cation. The panels on either side of the painting 
were done in half-inch stripes of emerald green. 
black and gold. All bases and door frames were 
treated in dull ebony black and the motifs in me- 
tallic emerald green. 

The hats selected for this window were .im- 
ported from France, and, quite naturally, the latest 
design and color, corresponding in key to the color- 
ings of the painting. Hanging on the panels on 
either side of the painting were two oval plaques 
with conventional straw flowers arranged on them. 
Only handkerchiefs and expensive bottles of per- 
fume were displayed as accessories. 

The display shown in the upper right of the 
group is a modern adaptation featuring modern 
architectural lines. The door frame was in hand- 
wrought silver and the panel in the door was 
treated with Oriental blue material with the divi- 
sion of panels made by using blue chenille. The 
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lighted torchiers on either side of the doorway 
were decorated with black bases, blue and gold 
standards and tiffany globes. 

Floors in this window, and in all windows were 
in silver outlined with metallic green border. This 
path-like effect helped to tie up all windows of the 
series and was found very satisfactory as it helped 
to accentuate the merchandise. By diverting from 
the muchly used marbleized and figured floors we 
believe that we have progressed another step. 

Dresses on wax figures were in green and peach 
shades of georgette crepe. 

The architectural treatment of the lower right 
creation is modern German in design. The framed 
grill work and panels on either side were treated 
in imitation hand-wrought silver. The modern de- 
signed vine, entwining over and under the squares, 
was so constructed and designed that each square 
contained a finished design. It was treated with 
plastic composition in antique silver and_ black. 
The birds were hand-decorated in all the gay and 
harmonious colors possessed by live birds. 

On either side of the silver doorway were two 
small green wrought iron torchiers. Small wrought 
iron flower boxes were placed on each side of the 
doorway containing hanging ivy and conventional 


stalks of flowers and foliage, with coloring to har- . 


Four Artistic Displays Arranged for Stewart Dry Goods Company, Louisville, Ky., Under the Direction of M. F. 
Hershey, Display Manager, and Described in This Article. 


monize with the birds in the grill. Black semi- 
evening gown with hat and scarf to match was 
shown in this window. 

A striking likeness of a fountain was the feature 
of the window reproduced in the lower right por- 
tion of the group of illustrations and was made 
realistic after much effort and experimenting in 
design and execution. All the grill work was cut 
from compo board, treated, and then decorated. 
The circular corner where the fountain was in- 
stalled was covered with pistachio colored velour 
against which was placed the grill fountain in all 
its radiant colors, portraying foliage and water. 
Circling the entire top and resting on columns on 
each side was a specially built heading, completing 
the individual architectural frame work. 

On either side of these columns were, placed 
corresponding panels and bases of the same design 
and construction as that framing the fountain. 
These panels, columns, bases and headings were all 
given a special surface treatment representing 
hand-wrought silver. Two columns done in antique 
silver, with modern Moorish decorated caps, fin- 
ished the extreme end of the setting. Surmount- 


‘ing the side panels and bracing the huge columns 


at each side of the fountain were two antique silver 
lion brackets. 
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Window Display 
ACCESSORIES 








of Every Description 
Everything for the DISPLAYMEN 


Artificial Flowers  * 
Artificial Fruit 


Baskets 


Background Papers 


Borders 


Bilt-Wel Board 
Birch Bark Strips 


~Card Holders 


Chenille Roping 
Color Attachments 


Flood Lights 
Foot Lights 
Gelatine 

Glass Stands 


Glass Shelves 


Glass Heel Rests 


Grass Mats 


Spot Lights 
Strip Lights 
Stix-Wel Glue 


Metalline Draping Tinsel Flitter 


Cloth 
Pedestals 
Papier Mache 

Novelties 
Price Tickets 
Plushes 
Reflectors 


Revolving Tables 
Scenic Paintings 


Show Cards 


Thumb Tacks 

Valances 

Velours 

Velour Papers 

Vines 

Wood Carvings 

Wood & Metal 
Fixtures 

Wrought Iron Stands 


Sample Books Mailed Upon Request of 


DISPLAY MANAGER 





Doty & Scrimgeour Sales Co., Inc. 


148 Duane Street 
Phone: 


New York 


Whitehall 2737—2738 


“Everything for Better Window Displays” 

















It is a common saying among 
Display Men that 


“Klee Line is the al 








Klee Display Fixture Co., Inc. 


Manufacturers 


172 ATLANTIC AVE. 


ROCHESTER, N. Y. 
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Installation Is Greatest Problem 


Much improvement shown in method of handling 
national advertisers’ display material 


By GEORGE ALTMAN 
F, Altman & Son, Columbus, Ohio 


IKE all other methods or forms of advertising 
the installation of window displays must have 
the proper attention. This is especially true 
of installations for the nationally advertised 
goods and the use of dealers’ windows. 

Some twenty years ago window displays were made up 
principally of dummy cartons, and, like all other things, 
display matter has changed and today rivals in artistry 
all other forms of arts. Cutouts and panels are now used 
very extensively, and, with crepe paper, many very beau- 
tiful and attractive windows are created. 

The installation of these expensive displays has, with- 
out a doubt, become the greatest problem. Until recent 
years it has been the practice of advertisers to send them 
broadcast to the dealers with a request to “please put it 
in your window.” In many instances the material was not 





Model of Flit Displays Installed by F. Altman & Sons, 
Columbus, Ohio. 


such as could be worked up by the average person, and if 
used at all was very unsatisfactory. Others sent only a 
panel or card with a request to “fill in” with goods from 
stock. 

From one to three displays are received each week by 
the average dealer and the result is that the one easiest 
to install will be placed in the window, with the others 
consigned to the trash can or the cellar to await the general 
spring or fall cleaning. The average dealer is not inclined 
to bother with them, and once a display is placed it will 
probably remain in the window from two weeks to two 
months. No attention being given, dust and dirt naturally 
accumulate, and the pieces become misplaced, making it 
very unsightly instead of attractive. 

Window displays are too expensive to allow them to 
travel the usual route. Thousands of dollars invested in 
them are lying around in cellars and bins unopened and 
with no opportunity to bring the returns originally ex- 
pected. Perhaps later the use of displays will be con- 
demned by the advertiser. Why? Because at the original 
starting point, where the proper instructions should have 
been made, they were sent out promiscuously with the hope 
that they would find their own way to the intended places 
and arrange themselves to make a good showing. 

Some few months ago a national advertiser delivered 
forty-five displays to dealers in a certain eastern city who 
had promised to install them. They were not intricate, 
nor hard to place, but four weeks later a check revealed 
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that only sixteen had been installed while twenty-nine were, 
perhaps, never used. 

At the present time there is a local display service 
agency in almost every city of any size in the United 
States, with whom arrangements can be made to install 
displays, whereby the advertiser is assured that his material 
will be given proper attention. The agencies arrange for 
a certain date with the dealer and then install the display, 
taking a receipt showing that it has been satisfactorily 
placed. 

The service man will arrange locations in the various 
parts of his city, or they may be restricted to a certain ter- 
ritory if desired. He will use crepe paper as agreed upon, 
or at least such an amount as may be necessary to make 
the display show to the best advantage Being personally 
acquainted with the dealers and having a daily contact with 
them he is familiar with the days the windows are changed 
and knows whether or not the display remains in the win- 
dow for the proper length of time. 

To render a real service the display service agency must 
receive a seasonable fee and within the near future a 
standard price will, no doubt, be established so that the 
advertiser will know in advance the exact cost of a window 
display campaign. There will also be a standard of practice 
whereby one agency will respect the work of another and 
not displace a display installed until the contract has been 
fulfilled. 

An organization is now successfully operating and is 
doing a great deal toward standardizing the handling of 
display matter through local agencies, and with the co- 
operation of advertisers and display service men much 
improvement will be noticeable in a very short time. This 
central agency can now definitely provide for the instal- 
lation of the national advertiser’s entire window campaign 
and contracts already closed for this nation-wide service 
indicates the very urgent need which it has aimed to fill. 





DISPLAY INSTALLATION BUREAU ACTIVE 

The Window Display Installation Bureau, of Cincianati, 
has moved from 42 Pickering Building to 22-23 Pickering 
Building, now occupying a large suite of offices, where 
they are in a position to better handle the rapidly increas- 
ing business. The bureau reports that it is now handling 
window display campaigns for: Van Ess Laboratories, 
Chicago; Cooper & Cooper, of New York, on Partola; 
Stanco Distributors, Inc., on Flit; Iodent Chemical Co., 
Detroit, on Iodent Toothpaste; A. H. Lewis Medicine Co., 
of St. Louis, on Nature’s Remedy; DeWoody Manufactur- 
ing Company, of Pine Bluff, Ark., on Indian Heat Pow- 
der; Abbott Laboratories, of Chicago, on Sunex; Polk- 
Miller Drug Company, of Richmond, Va., on Sergeant’s 
Dog Remedies; American Safety Razor Corporation, of 
Brooklyn, on Gem and Ever-Ready Safety Razors; Tem- 
pleton, Inc., Detroit, on Raz-Mah; Douglas-Pectin Cor- 
poration, of Rochester, N. Y., on Certo, and several others. 





WORSINGER IN NEW QUARTERS 
The Worsinger Window Service, New York City, has 
moved to new and larger quarters at 110 West Fortieth 
Street in the World Tower Building. This company makes 
a specialty of window display photography and can fur- 
nish photographs of the best window displays, that are 
created in the entire metropolitan New York territory. 


SELIG ON EUROPEAN TRIP 
L. M. Selig, president of the Botanical Decorating 
Company, Chicago, is now abroad on his annual conti- 
nental visit. He will endeavor to study the new trend in 
display practice across the waters and secure the best dis- 
play creations for America’s displaymen. 
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Fixtures that Enhance 




















Merchandise 


The No. 2113 Unit Displayer is 
an excellent example of a type 
of fixture which not only pre- 
sents displayed articles attrac- 
tively, but actually enhances 
the beauty of the mer- 
chandise itself. It is 
22¥%2 inches wide, 31 inches 
high, artistically designed 
and handsomely finished. 
This displayer is  espe- 
cially adaptable ,to drug, 
jewelry and _ hardware 
displays, or to the show- 
ing of small articles of 
any description. Hugh 
Lyons’ line _ in- 
cludes a number 
of such units of 
varying styles and 
sizes. 


Makes Buyers 
out of 
Passersby 


The Charm of Period Designs 


No system of fixture designing can equal the 
authentic adaptation of the most popular 
Period Styles for giving display fixtures the 
charm they must have to be adequately 
effective. 


No. 2113 






Our Display Book, which will be sent upon 
request, reveals the display possibilities of 
Period Style designing in a most interesting 
and instructive manner. Send for your copy 
today. 


Hugh Lyons & Company 
LANSING MICHIGAN 


SALES OFFICES 


New York—35 W. 32nd St. 
Chicago—217 W. Jackson Blvd. 
Baltimore—No. 1 N. Eutaw St. 
Boston—52 Chauncy St. 


No. 5345. A background in Italian 
Renaissance period design, 23” by 30” 
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Chicago Monthly Display Review 


Many interesting and elaborate displays of summer wear and seashore 
apparel featured during last two weeks in State Street windows 


By J. DUNCAN WILLIAMS . 
Spacial Correspondent, The Display World 


ITH extremely warm weather prevailing 
during the first few days of June, much 
seasonable business is being done on 
summer wearables. While the windows 

have shown summer styles regularly for some 
weeks past, irrespective of weather conditions, an 
added impetus through the windows is now being 
made to attract buyers who throng the shopping 
districts. “Special Styles,” “Special Sales,” “Spe- 
cial Values,” “June Sales” and “Clearances” are 
among the different types of selling efforts made 
by various Chicago stores. 

All the shop windows are teeming with tempt- 
ing displays of good-looking apparel of every kind 
and color. The season is on and there are four 
full weeks ahead in which merchants can do busi- 
ness at a profit before the time for the customary, 
but not always necessary, July clearance sales. 
June will be,a great month the way things look at 
present—and it will be a greater one if the weather 
keeps as warm as it now is. 






Recent Display of Mountain Resort Wear by Arthur V. Fraser, Marshall Field Co., Chicago, Ill. 


Perhaps one of the outstanding improvements 
in retail store’ operation, and certainly a notable 
one in Chicago, has been that of the Davis Dry 
Goods Company since it was taken over by the 
Marshall Field interests and reconditioned with a 
lot of merchandising elements, such as one might 
expect to come from a policy in keeping with the 
Field standards. The store continues to sell a 
great deal of popular-priced merchandise, as well 
as much of the better grade, but the place seems 
to breathe a different atmosphere than it did under 
the old management. Evidently it is doing more 
business than it did before. 

This store used to run full page, double page, 
and sometimes as many as four or five full-page 
advertisements on Sundays. Today it runs no ad- 
vertising on Sundays whatever. 

The windows used to be crammed full of cheap 
goods with large and lurid window cards with 
price tickets on everything. Today the windows 
are obviously of a much higher grade of trimming, 
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good taste. The displays are arranged in accord- 
ance with the best standards of window trimming, 
showing no effort whatever at crowding. They 
show taste and judgment’ in both the selection and 
the arrangement of the goods displayed. The win- 
dow cards are of a much smaller size than pre- 
viously, lettered neatly with sane and believable 
copy. 

Quite a few pieces of high-grade furniture and 
tugs are used in connection with the displays of 
apparel, which helps in the appearance of the dis- 
plays of this type of merchandise without in the 
least “forcing” the furniture used. The furniture 
is, nevertheless, there and comes in for attention 
from those who may be interested in it. 

The Spring Opening backgrounds for this sea- 
son, and which are now in the windows, are repre- 
sentative of an outdoor garden. The floors are 
done in stone tile effect in red and sand color alter- 


nating squares (with green felt around the edges: 


representative of grass. A garden wall of uneven 


design and done in a sand stone color is artistically ° 


treated with rambler rose foliage in a light and 
yellowish-green tint, with roses pale pink. This 
garden wall sets out about twelve inches from the 
tear lime of the window and offers a splendid relief 
for the special painted outdoor scenes which form 
the major portion of every window background. 
The foliage painted on the scenic panels are done 
in the same shades as that of the artificial foliage 
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Elaborate and Artistically Arranged Bridal Display by A. Bergman, The Davis Store, Chicago, Ill. 





with special seasonal backgrounds worked: out in 


covering the wall. This makes the whole thing 
look quite realistic. 

Henry C. Lytton. & Sons’ men’s store is just 
across the street on Jackson Boulevard from the 
Davis Company, while Maurice L. Rothschild, an- 
other great clothing and furnishing store is on the 
west corner, and Hilton’s new clothing store with 
a large frontage on both State and Jackson Boule- 
vard occupies the other corner. 

The windows at the Lytton store are particu- 
larly attractive with their excellent unif trims of 
clothing and furnishings. There is one large win- 
dow devoted to a general display of all sorts of 
items from the sports department. This window is 
always an attraction for every man who passes who 
is in any way interested in sporting goods. 

Next to this is a large window devoted to a 
display of $55 suits. Three units of clothing, con- 
sisting of three suits to each unit, and some small 
items of haberdashery used to glorify the clothing. 
Linoleum mats made of cool-looking blue and zray 
squares with marbleized pattern form the base of 
each of the unit displays not only in this window 
but in all the windows. The display work is well 
done in every detail in all of the windows of the 
store. 

A straw hat window is worthy of special men- 
tion. Three unit trims are used with the linoleum 
mats for a base. 

The windows of Maurice L. Rothschild are equal 
in point of attraction, display value and interesting 
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NOW ONLY 
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Increased sales permitting the production of 
a greatly enlarged edition enables the selling 
of the wonderful Patented Talyor Chart at the 
_very low price of $10.00, postpaid. Prior to 
“February 1, these charts sold for $15.00. 


At this low price no display manager should 
be without one. 
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THE SECRET OF SUCCESSFUL DISPLAY 


Color is one of the biggest factors in creating the 
proper atmosphere for effective, result-producing 
window displays. The Patented Taylor Chart pro- 
vides thousands of perfect color combinations and 
harmonies easily and . quickly—all guesswork is 
eliminated. 


Size, 22x29 inches, reinforced with linen back 
Shows 96 colors—popular and standard—3 masks 
one sheet of Pictorial instructions. 


ORDER YOURS TODAY! 
The DISPLAY WORLD 


Exclusive Agents to The Display Field 
CINCINNATI, OHIO 
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merchandise display as those of The Hub. Mr. Davis’ 
windows show a technique that is quite individual. He 
may be copied in spots, but, on the whole, he will not be 
duplicated. After a man has spent a number of years 
in a particular field of window display, observing, study- 
ing, thinking and applying the ideas thus gleaned, his work 
takes on something of himself. And this is something that 
can not be picked up’ by casual observation on the part 
of anyone who might want to follow his style. 

Sixteen unit displays at Maurice L. Rotschild’s are 
given to the display of men’s clothing. Three of these 
units are showing suits in a special offering at $33.50. Only 
three suits are shown in each window, but, boy! they are 
shown well. The window card, which is a small one, 
states that the suits are special values and worth up to 
$50. They look it. Just as much care has gone into the 
selection of hats, ties, belts and shoes, which are worked 
into this trim as is shown in the displays of $75 suits. And 
that’s why the display is attracting a lot of people and 
sending them upstairs to the clothing floor, where these 
suits are for sale. Three such units are shown alongside 
of each other. Also a copy of the newspaper advertise- 
ment of these suits is shown in the display. 


The corner window is full of all kinds of smart-looking 
straw hats for men. Straw flowers are worked around the 
hat stands and the plateaus have a neat little straw mat 
that is very appropriate to the merchandise shown. The 
window card reads: “Rothschild’s Quality Straws—Split 
Straws, Senniis, Panamas, Bankoks, Leghorns, Novelty 
Weaves of all sorts!” 


Another small display that sticks out is one of Mansco 
White Athletic Union Suits with bright red hosiery and 
red and yellow Paris garters. There are a few rolls of 
elastic from which the garters are made shown in the 
trim—very effective. 


The new store of Hilton’s, which was formerly at the 
corner of Quincy and State streets, have nine large win- 
dows, quite deep, and finished in some very handsome 
walnut panel backgrounds. This store has always fea- 
tured clothing exclusively, but since opening up at the 
new location they have added a furnishings department. 
The displays of such merchandise in connection with the 
clothing has served to brighten up their windows con- 
siderably, and some very good-looking things are being 
shown at interesting prices for what is evidently high 
quality merchandise. Another Hilton, a brother from New 
York, is opening another Hilton Clothing Store at the cor- 
ner of Adams and State streets in the location just va- 
cated by Lewey Brothers, jewelers, who have moved into 
the new Strauss Building. The latest Hilton store will 
be a half block from where the original Hilton store was. 


At the Fair, the windows are up to their usual standard 
with some excellent and interesting displays of summery 
apparel, with three of the State Street windows showing 
furniture, linens and damask draperies and bedspreads at 
special prices in what is termed a “June Bride Sale.” The 
windows of linens show various finished linen pieces with 
hand embroidering. In the center of the display, on 4 
table, a bride’s bouquet is shown. Price tickets are on the 
different pieces of goods displayed. 


A furniture window shows a four-piece bedroom set 
valued at $380 on sale at $194.50 ,with a separate card in 
the left corner of the window calling attention to “Ex- 
tended Payment Plan” and that the set may be sent home 
for one-fourth cash down, balance on terms. 

The large window at the corner of Adams and State 


streets shows a very good display of attractive “Smart 
Summer Frocks for Women and Misses at $25.” Six way 
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figures are used, with two or three dresses draped on 
stands. Millinery and other appropriate items are also a 
necessary part of the frocks display. 

Bedell’s windows show some new background panels in 
the Chinese frames forming the central background deco- 
rative feature of these windows. The grill work which 
has served long and well has been replaced by the new 
panels, which consist of a velvety black background upon 
which has been painted in brilliant hues three cockatoos 
gracefully: posed. Some sprays of bright colored foliage 
are pasted to the background in artistic arrangement. 
Other foliage, consisting chiefly of pink and lavender wis- 
taria with bright yellow-green leaves, on a large vine, 
run from the floor up to and partly over the top. A 
Chinese roof effect is at the top of the panels and three 
long parchment lamps decorated with Oriental touches 
hang from the roof—two at the left and one at the right. 
Green grass matting in an 18-inch strip runs all around 
the floor of the windows flush against the background. 
Special floor mast have been made for unit settings by 
using 12-inch square floor blocks finished in a yellow- 
orange shade with onyx design. Imitation grass matting 
in strips about one foot wide are laid flat around the 
edges of these floor block units, which make a particularly 
attractive base for the unit displays of women’s apparel 
at this shop, already made famous by B. C. Hampton, the 
displayman. 

Carson, Pirie, Scott & Company's windows are show- 
ing smart-looking displays of seasonable apparel for 
women and children. The large window nearest the Madi- 
son and State Street entrance shows a very pleasing dis- 
play of junior apparel. Four figures are used, each repre- 
senting a different aged girl. Georgette silk dresses with 
many ruffles are displayed on the figures. Two figures 
wear blue and two wear green. Hats of brown leghorn 
straw, trimmed with black silk velvet, lace and small 
flowers, are shown exclusively in connection with the cos- 
tumes. 

Next to this an attractive display of dinner frocks are 
shown on four wax figures artfully posed. They are 
dressed in the following four colors—white, red, black and 
yellow—in the order named. All wear appropriate hats to 
suit the costume, and each figure is shown with a silk 
scarf or shawl in keeping with the color of the respective 
gowns. The window card reads: “A Remarkable Sale of 
Dinner Frocks of All Silk Georgette, $35.00.” 

There is also a window of white footwear for women 
that is particularly noticeable. Two chairs painted red, 
with black cushions, an oval table like the chairs, and a 
red lacquered hanging book shelf hung against the back- 
ground wall in the center of the window, form the basic 
setting for the display of all white shoes. A pair of shoes 
are shown in each of the three shelves to the bookcase. 
Others are shown on fixtures and on the table and chairs 
in more or less conventional arrangement. The section of 
windows on: State Street devoted to men’s wear display 
Straw hats, shirts, gray siuts, shoes, golf apparel and ath- 
letic underwear. A big window is given over to the 
underwear display, three different prices shown in three 
unit sections with a card announcing the special event, 
the name of the underwear and the price by the box with 
the price for a single suit in parenthesis and very small. 
All of the underwear is shown in original boxes. 

The windows of Mandel’s, Stevens’, Fields’, Boston 
Store and Hillman’s also feature interesting displays of 
summertime wearables. Due to the fact that the hot 
weather broke early this year and the bathing season com- 
menced on short notice, most of these stores have dis- 
Plays of bathing suits in now. 
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J. B. TIMBERLAKE & SONS, Inc. 
JACKSON, MICHIGAN 


MANUFACTURERS’ DISPLAY FIXTURES 


Fixtures with flat sheet metal bases at extremely low prices. High 
grade weighted base stands wi'tth brass covered bases at moderate 
ong Display Racks, Easels, etc. Catalog No. 35B shows com- 
plete line. 


























CPL) A No. 682 
if { Card Stand 





No. 690 
Card Stand 











No. 759-4” Wrought Iron Easel 
No. 760—5” Wrought Iron Easel 











A COMMERCIAL 
FIXTURE 


Consisting of 15” Mirror 
Lined Shade, Globe, Chain, 
Canopy and Wiring, 
Complete for 


$5.75 


We manufacture reflectors 
for every purpose. Show- 
case and window reflect- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898. 
226=228 Pacific Street, 
Brooklyn, N. Y. 























VALANCGCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 


FINDLAY, OHIO 
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Display Is Problem of Organization 








Methods available for solution of small store display problems told 
by successful retail merchant with illustration of own experience 


By RALPH C. RINGWALT 
President, The J. S. Ringwalt Company, Mount Vernon, Ohio 


S a store owner, one of my hobbies is organ- 
ization. By that I mean what work is 
there to be done? Who is doing it? How 
well, or how poorly, is it being done? 

Unlike the trained decorator, I look at the problem 
of.store decoration and window display as a problem in 
organization. I know its importance to a store, its 
effect upon customers, its sales value, and, I believe, I 
know good display and decoration from poor. But my 
experience with display problems has been almost en- 
tirely limited to selecting the right type and tempera- 
ment to accomplish the best results. 

There are many ways that a small store may 
solve its display problems. There is hardly a store 
that can not employ a young man with a certain 
amount of training and ability to take care of its 
display and advertising, and if the young man has 
breadth enough of vision to plan store events, so 
much the better. Or, if a store owner prefers to 
develop this talent in his organization, he can se- 
lect a boy or young man who has shown a marked 
interest in the store’s operations and send him to 
a display school, or give him a correspondence 
course. Any one of these methods are good. 


Our present solution is different from the usual 
method. If there is one reason why retailing has 
reached the high plane on which it now stands, it 
is because it has been built upon the firm founda- 
tion of the vast experiences of others. And much 





Effective Unit Arrangement by Miss Kinney 


credit is due The DISPLAY WORLD and other 
trade papers for the fine work they have done in 
passing on these experiences. 

For the past four years our windows have been 
decorated by Miss Irene Kinney, and I feel free 
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Another Artistic Display by Miss Kinney 


to say that they have been a credit to the store. In 
recent years, due largely to the splendid work of 
the Prince School in Boston and the rapid develop- 
ment of women buyers, young women have come 
into their own in America’s department stores. 
And today much of the best work in these organi- 
zations is being done by intelligent young women. 
So it was, that when we looked around for someone 
to put some new ideas into our windows, we did 
not confine ourselves to the idea of selecting a 
young man. 

Miss Kinney started with our organization 
seven years ago as assistant cashier. This position 
she held for two years; then, because she displayed 
certain artistic tendencies, we asked her to make 
a trip to New York with the object of buying 
Christmas Gift Shop merchandise. The new task 
she accomplished successfully. This led to our 
turning over to her as buyer other very feminine 
departments, such as jewelry, toilet goods, laces 
and trimmings, neckwear, silk and muslin under- 
wear and finally hosiery. Into all these depart- 


June, 1925 











n = wn ~~ 








1925 


1er 
in 


en 


ee ee “ 








June, 1925 


ments she brought the feminine touch and the 
feminine desire for beautiful things. And in each 
case she did the job better than it had ever been 
done before. 

When Miss Kinney was asked to try her hand 
at decorating a window, she said she would try if 
we did not want a “sale” window. She does not 
like sales, and believes the greatest appeal to 
woman’s desire for new apparel is by harmony, 
restfulness and beauty. In all fairness to the deco- 
rator’s profession, I must say that her first attempts 
were not easy. It was difficult for her to get the 
sense of space, proportion and balance in the win- 
dow, but she persevered, and has successfully con- 
tinued with the work ever since. 

Miss Kinney’s work lacks the professional 
touch—the careful, studied, sometimes mechani- 
cally exact execution; her drapes are full, sweep- 
ing, graceful and colorful, but they never have the 
awe-inspiring multiplicity of* folds that the trained 
hand is able to effect. The charm and power to 
her windows is secured through the domestic, femi- 
nine touch. With an old colonial table and a pair 
of candlesticks she will produce a home-like effect 
which will bring the dresses or yard goods she is 
displaying right into any woman’s home. She 
makes a direct appeal to the woman, and that is 
what we want. 





SILKS DISPLAYED IN HOOP-SKIRT FASHION 


An attractive display was recently created by J. S. 
Clark, display manager for J. W. Knapp Company, Lan- 
sing, Mich., to exploit a special spring silk sale. A mam- 
moth hoop-skirt of the colonial period was fashioned with 
silks of many colorful patterns on a pretty wax model. 

A show card nearby told that such a hoop-skirt re- 
quired 22 yards of silk, while the skirt of today takes but 
three yards allowing for plenty of waste. 





CURTIS BRANCH IN NEW LOCATION 
Curtis Lighting, Inc., announces a change in location 
of their St. Louis office. This branch office, which is in 
charge of P. D. Cornelisen, resident engineer, was for- 
merly located in the Title Guaranty Building. The office 
was moved on May 1 to 312 Buder Building, Seventh and 
Market Streets, St. Louis, Mo. 





STERN REWARDS ASSOCIATES 


Karl Stern Company, Inc., 921 South Los Angeles St., 
Los Angeles, Cal., has reorganized under the name Stern, 
Joham & Grossman, Inc., in order to permit Charles Jo- 
ham and Victor Grossman to become members of. the 
company. Mr. Joham has been connected with Mr. Stern 
for a period of ten years as manager of wood fixture de- 
Partment, while Mr. Grossman has been with the com- 
Pany for five years as salesman. The success of the 
company has been very satisfactory, and Mr. Stern felt 
that in no way could be better reward these two faithful 
and able men. 

Under the reorganization Karl Stern will be president 
and general manager of the company, but will be able to 
hereafter devote more time to “strengthening the sales pro- 
motion methods of this fast-growing organization. 
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WE COVER THE 


UNITED STATES 


Window Display Installations 
for National Advertisers 


A Guaranteed SERVICE for the installation of 
WINDOW DISPLAYS for National Adver- 
tisers. 

At the present time, THOUSANDS of displays 
are being placed through this bureau by our 
associates. 

SAVE yourself all the DETAIL work. Write us 
for information concerning the SERVICE we 
offer. 

We now have local associates covering more than 
500 cities and adding more rapidly. Let us send 
you a list of cities and check those where you 
will want service. 

We give you a receipt for each display, SIGNED 
BY THE DEALER and showing date installed. 
Do not wait until displays are ready to ship; 
get the information NOW, so there will be no 
delay. . 


INFORMATION ON REQUEST 


GEORGE ALTMAN CLYDE P. STEEN 
President Secretary 
Columbus, Ohio Cincinnati, Ohio 


Window Display Installation Bureau 


Executive Offices 


22-23 Pickering Bldg. Cincinnati, Ohio 






















































Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 





We specialize on your needs. 
Let us quote, or order an initial 


She Napcoooms supply. 


Samples and Prices Supplied on Request 


National Plush Company 


7 West 3rd Street 


New York City 


“A National Institution Known for Service” 
































THE “SELLMORE” 


An Electrically Illuminated 
Tie Display Stand of 
Proven Merit 


When 75% of ties that 
are sold—sell themselves— 
can you afford to display 
them less intelligently than 
your competitor? Under the 
magic rays of the “Sell- 
more” the exquisite har- 
monies of color are revealed 
and beauty unsuspected 
makes buyers of chance 
passersby. 


Each $16.50 
f. o. b. Cincinnati 
The Great Central 


Novelty Co. 
232-40 Main St., 
Cincinnati, Ohio 











Capacity 48 Ties 
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Notes from the Display Service Field 

















A remarkable achievement in rapid window display 
installation work was accomplished by the Window Dis- 
play Service of Southern Ohio, W. G. Vosler, manager, 
Cincinnati, Ohio. The Ever-Ready Safety Razor Corpora- 
tion had made arrangements with Mr. Vosler, through the 
Window Display Installation Bureau to handle window 
display installations on Ever-Ready Razors at Dayton and 
Springfield, Ohio. The campaign in the former city had 
been concluded and the company’ had booked its news- 
paper advertising for Springfield. 

The newspaper advertising was scheduled to _ start 
Wednesday, May 2), in Springfield, and the company over- 
looked its window displays until Saturday, May 16. The 
Brooklyn offices wired their district representative at Day- 
ton to get in touch with Mr. Vosler. He was reached by 
telephone, and on Sunday night, May 17, leit for Spring- 
field. The following day he had booked all the window 
display space necessary, and on Wednesday mornnig, May 
20, at three o'clock, one of his displaymen started out in 
a car for Springfield, starting the installation of the dis- 
plays at 8 o'clock that morning. At 6 o’clock in the 
evening he started back to Cincinnati, having installed 28 
Ever-Ready displays satisfactorily in 28 Springfield retail 
store windows that day. 

This is, no doubt, a record difficult to duplicate, and 
probably will stand for some time as a record for one 
individual, as the display consists of a number of cutouts 
and cartons, and besides, the displayman was forced to 
obtain a number of safety razors from the merchant to 
complete the displays. The displayman who accomplished 
this work was Roy Ludwick, one of Mr. Vosler’s force of 
expert displaymen. The Cincinnati service is now handling 
Van Ess, Partola, Flit, Iodent, Raz-Mah, Nature’s Remedy 
and Canada Dry Ginger Ale displays in the Cincinnati dis- 
trict. 





M. Salt and H. N. Kluger, who conduct the Excelsior 
Window Trimming Company at 103 W. 14th Street, New 
York City, report exceptional activity in the eastern field 
in the installation of window displays for national adver- 
tisers. They are at present conducting several extensive 
campaigns on Flit, Iodent Toothpaste and other prepara- 
tions. 





L. B. Allphin, of Albany, Ore., a well-known registered 
pharmacist of that city, whose window display work has 
always received considerable favorable comment, has 
opened a show card, sign and window display service in 
Albany. 

W. V. Young and H. O. Whitworth, the latter formerly 
with the Colgate field advertising forces, have formed a 
partnership and have established offices at 2210 Farnam 
Street, Omaha, Neb., known as the Window Display In- 
stallation Company. They have just established a branch 
in Sioux City, Iowa, and will conduct a service in that 
city for national advertisers. 





M. V. Brown, proprietor of the Brown Sign Company, 
215% W. Third Street, Kewanee, IIll., has established a 
window display service branch as a part of his business 
and is installing displays in dealers’ windows in the 





Kewanee district. Mr. Brown was formerly display man- 
ager for the Public Drug Store system in Minneapolis and 
later was located with a drug store in LaCrosse, Wis. 





Guy Tatman, with the Jacobs News Depot Company, of 
Opelousas, La., has started a window display service for 
national advertisers and will cover a string of cities in 
his section of the South. 





Fisher Display Service, Chicago, IIl., announces the re- 
moval of its offices to 553 Lake Street, where larger space 
will provide better facilities for the handling of window 
display installations for national advetrisers. 





L. I. McMullen, of Trenton, Mo., who operates a sign 
studio and manufactures a special brand of glass signs, 
has opened a window display branch in connection with 
his business and is installing displays for national adver- 
tisers in his secton of Missouri. 





E. A. Provencher, of the Eastern Window Company, 
Boston, Mass., reports exceptional activity at this time. 
He is handling window display campaigns at present on 
Canada Dry Ginger, Flit, lodent Toothpaste, Nature’s Rem- 
edy, and several others. 


E. B. Bridger, of the Bridger Distributing Agency, At- 
lanta, Ga., reports he is now handling Iodent, Sergeant’s 
Dog Remedy and Flit displays and has a great many book- 
ings ahead. 

George Altman, of F. Altman & Son, Columbus, Ohio, 
is handling Forham's, Armand’s, Flit, Iodent, Dr. West’s 
Tooth Brush and Nature’s Remedy displays at present. 





Joseph I. Cotterill, formerly of Hamilton, Ohio, has 
opened the Cotterill Advertising Service at 638 Riverside 
Avenue, Fort Wayne, Ind., and, in addition to a wide dis- 
tributing business, will handle installation of wndow dis- 
plays for national advertisers. 





Ralph Johnson has established a window display service 
in Manistique, Mich., covering a number of towns in the 
upper peninsulz. 





George M. Dressler, of the Dressler System, 736-738 
Penn Street, Reading, Pa., who for years has been in the 
decorating and sign business, has added a window display 
installation department and is already handling some cam- 
paigns for national advertisers. 





Floyd G. Hughes, of the Hughes Advertising Service, 
205% N. Ervay Street, Dallas, Texas, has just established 
a branch of his service in Waco, Texas, and will install 
‘displays for national advertisers there as well as Dallas. 





E. F. Hanowell has established a window display service 
in Wilson, N. C., and will install displays for national ad- 
vertisers in the following cities: Goldsboro, Rocky Mount, 
Kingston, Greenville, Fremont, Farmville, Smithfield and 
Raleigh, N. C. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. / 














“Lee Knows Wisconsin” 
Displays installed, par- 


cel delivery, samples Specializin 

and coupons carefully " J § 

distributed. InWINADOW ana 
LEE store display 


Distributing Co. 
325 14th St. Milwaukee 


A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


LOUISVILLE, KY. 


New Albany and Jeffersonville, Ind. 
Sales Producing Window Installation for 
Local and National Advertisers 
MYERS DISPLAY SERVICE 
FP. O. Box 431 Louisville, Ky. 





‘Seg 














THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 


Complete Window Display Service for National 
Advertisers in 


St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points, 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


PIEGEL’S SILK SCREEN STENCILS 


ILK We make stencils from your sketches, 
Exact reproductions in any size. Our 
CREEN Stencils have no pin-holes and do not 


peel or crack. Equipped to fill and ship 
TENCILS orders to all parts of the U. S. Send 


trial order—it will convince. 
INCE 1907 HERMAN SPIEGEL 
The Photographic Way 261 Livingston St. Brooklyn, N. Y. 
J. D. WILLIAMS DISPLAY SERVICE 
Brooks Building, Jackson and Franklin 
CHICAGO 
Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 














JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 


BOSTON, MASS. 
and Vicinity 
EASTERN ‘WINDOW DISPLAY CO. 

537 Shawmut Ave., Boston, Mass. 
Guaranteed Window Display Service and Distribution 
for Nationak Advertisers 
Associate of Window Display Installation Bureau 








“Let us be 
your Art 
Idea de= 

partment.” 


Write for 


VISUALIZATION this 


brochure. 


“Putting Ideas into Picture Form” 
METROPOLITAN TOWER, N. Y 








PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 


A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 


Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 


DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 
QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 


DALLAS.-.--FT. WORTH 


TEX AS—— 
PROSPERITY ZONE! 


Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 
Distributing. 

HUGHES ADVERTISING SERVICE 


205 N. Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 


NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 


A national. Display Service for installation of up to 
500 sales producing windows in St. Paul and 
Minneapolis. 


B. J. Millward, Manager 














A. S. FELDER 
24 Years Originating and Featuring Displays 
WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 
256 West Mth Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA 


Council Bluffs, Iowa, and Vicinity. 


A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 


OMAHA DISPLAY SERVICE 
511 North 26th St. Omaha, Neb. 


CINCINNATI 


Dayton Springfield Hamilton 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 


WORSINGER WINDOW SERV!CE 
110 West 40th Street, World Tower Blidg., New York City 


Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month, 
15 new assorted photos, giving brief description. 


Special Photo Service for Local and National Advertisers. 
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Every Display Window 
Is a Stage 


demanding the most beautiful and eye- 
attracting fabrics. 

Dazian’s have been supplying the theatrical 
industry with original novelty display fab- 
rics for a great many years and offer you 
their experience for the creation of dom- 
inating window display effects. 


Samples and prices of materials on request 


DAZIAN’S, Inc. 
142 West 44th Street New York City 

















Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples __ sent 





on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 











Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


etc. Manufactured by 





For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


For Plates 


TELEPHONE: ORCHARD 9347 


LETTERING 
Sea seater 
diayer 231e 


Lexington Ave. N.Y. 
“SOL.” SATINE 
The Display Managers’ Favorite Fabric 
S. M. HEXTER & COMPANY 


Sole Owners 











Cleveland, Ohio New York Office: 1140 Broadway 















Before purchasing a Valance, write 
and find what we have to offer. 














- . 4th, Louisville, Ky. 
OUR WINDOW SALE 
DOUBLE YOUR Wn RIES, 


Nees SELL MORE GOODS! 
Electric cost 3 cents per day—Capacity over 100 lbs. 
Fully Guaranteed—Write today. 








ay "asers” ELECTRIC WINDOW SALESMAN CO. “Sexton” gg 
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Making Buyers of the Passersby 


(Continued from page 16) 


purchase them. This happens about twice a year. 
In other words, practically one-sixth of the time a 
man is in need of garters he forgets about replac- 
ing them. By this it can easily be deduced that on 
an average, one man out of every six passing a 
store is actually a prospect for an immediate 
change. 

A display of garters attracts buyers not shop- 
pers. A man very rarely enters a dealer’s store to 
ask the question, “What do those garters cost?” 
We all have a fair idea of their price, so the pros- 
pect enters the store and says, “I want a pair of 
Paris Garters,” and designates the color and style 
and the transaction is completed. 

Contrast this situation with one that exists 
when a man is attracted by other displays. Perhaps 
some very fine shirting has attracted his attention. 
He enters the store for the purpose of pricing those 
shirts and looking them over. It is then up to the 
salesman behind the retail counter to sell that man 
some shirts. We are all salesmen enough to know 
that once a man is sold on one item the balance of 
the order comes along a whole lot more easily than 
would otherwise be possible. 

If the merchant shows it is his ideal to give the 
best that money can buy in small things like Paris 
Garters, it adds to the -good-will and confidence he 
already enjoys. Such confidence stands. him in 
good stead when purchases of merchandise involv- 
ing greater investment are contemplated. Since 
Paris garters are so extensively advertised nation- 
ally and locally, the merchant displaying tiem 
prominently in his windows focuses the full power 
of all this selling effort in his own behalf. 





MIZER LOCATES AT BOSTON 
Eugene D. Mizer, formerly with Dutch & Mizer, of 
Buffalo, N. Y., has established a window display fixture 
business at 559 Little Building, Boston, Mass. 





EMPLOYES STAGE MINIATURE STYLE SHOW 

A miniature theatre with living models who appear to 
be about nine inches high is attractng considerable atten- 
tion at the H. & S. Pogue Company, Cincinnati, Ohio. 
This attraction will be at the store for several weeks and 
will be displayed in a number of departments. 

The theatre was first installed in one of the principal 
windows of the store, where large crowds watched the 
actors as they displayed the latest styles in ready-to-wear 
millinery and accessories. Sometimes the actors prome- 
naded across the stage wearing the new apparel, while at 
other times the merchandise was presented by means of 
sales people, who pointed out its attractive qualities to 
customers, who were seated on the stage. 

Employes of the store take the roles of customers and 
sales people. These employes, under the direction of 
Dan Dye, display manager, stage the show and their ac- 
tions are reflected onto a smaller stage through the medium 
of reducing mirrors. 
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National Baseball Week Displays Show Originality 


More than 5,000 sporting goods dealers participated in observance 
of week with window display contest one of principal features 


SURVEY of stores participating in Na- 

tional Baseball Week recently conducted 

shows a substantial increase in sales of 
supplies for the national sport, as compared to the 
same period of 1924. This year, according to “The 
Sporting Goods Dealer,” which sponsored the mer- 
chandising stunt, interest of dealers far surpassed 
that of past baseball weeks. The entries equaled 
in numbers those of 1924, while greater dealer- 
activity in organizing amateur teams and leagues 
Was apparent in all centers. 

It was estimated that fully 50 per cent of the 
eight thousand exclusive sporting goods stores in 
the country participated in promoting the week, 
while this number was greatly augmented by the 
activities of hardware stores carrying sporting and 
athletic goods. Many dealers who observed the 
merchandising period with special window displays 
did not enter the contest. 

First prize in the contest this year was taken 
by the A. G. Spalding & Brothers’ store at San 
Francisco. The trim was prepared by W. H. San- 


ford, display manager, and acclaimed the most 
striking example of originality and attention to de- 
tail of any National Baseball Week entry in the 
recently closed or former contests. This trim was 
awarded $100. : 

The Bry-Block Mercantile Company, of Mem- 
phis, Tenn., took second place with an interest- 
ing exhibition of the business man who has nerve 
enough to discard old excuses and leave a card, 
“Gone to the Ball Game,” on his desk during his 
absence from the office on summer afternoons. The 
second prize was $50 in cash. 

An enormous baseball and bat, made of beaver 
board and painted in realistic colors, won third 
prize of $25 for the R. S. Elliot Arms Company, of 
Kansas City, Mo. The five fourth prize winners, 
$10 each, were: Wayne L. Poland, Dressler Hard- 
ware Company, Los Angeles, Calif.; A. G. Spald- 
ing Bros., New York City; Carl W. Ahlroth, The 
May Company, Los Angeles, Calif.; Nuebling’s, 
Reading, Pa., and Nat Wylie, Steele Hardware 
Company, Wichita, Kansas. 
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With the New York Displaymen 


Decoration Day and special summer displays by New York stores and 
shops prove interesting attractions for shoppers and passersby 


By T. A. GALLAGHER 


OCAL displaymen have just recovered 
from Memorial Day, which necessitated 
a special one or two-day patriotic win- 
dow. Practically all the stores had at 
least one window with the national emblem as 
the feature, and a few resorted to the Blue and 
Gray as their motif. 

That is to say, they’ve recovered from one rush 
only to be plunged headlong into another, that of 
the coming of summer, with its color contrasts 
and an appeal of flimsiness. Following this trend, 
Lord & Taylor are utilizing their entire front with 
a display of Crepe Elizabeth, a new sheer material, 
using a novel hook-up. Each of the nine windows 
was done in one particular color, with a floral dis- 
play to match, and dresses of the fabric displayed. 
Following this group the schedule calls for com- 
plete showing of summer furniture, one window 
being utilized for porch material. another for a 
summer dining room suite, etc. 

A most striking Decoration Day window was 
arranged by Howard U. Van Buskirk, display 
manager, Buckley-Newhall Company, Sixth Avenue 
and Forty-first Street. An entire section of the 
Sixth Avenue side was used for the presentation. 
Potted plants, about four and one-half feet high, 
were arranged close together around the back and 
two sides of the setting. A green rug resembled 
grass and another in the center was raised to re- 
semble a grave. The foot of the grave, facing the 
street, was crowned by a wreath of poppies pre- 
sented for the occasion by the secretary of the 
World War Veterans. 

Stacked rifles, one stack at the rear of the 
grave and one at each side, and a half-furled Amer- 
ican flag set immediately behind the grave, formed 
the background. A spotlight, concealed behind a 
plant at the right, played continuously on the flag. 
In the left foreground, a black-bordered, white tab- 
let, headed “In Memoriam,” paid tribute to the de- 
parted and informed the public that the store 
would be closed on Decoration Day. This display 
attracted much attention and there was scarcely a 
minute that a small group was not in front of the 
window watching it. 

A summer display in the corner window of this 
store also attracted attention. An artificial house 
front with balcony, green and white-striped awn- 


New York Correspondent, The Display W orld 


ings, which gave something of a Spanish effect, 
formed the background. Gold cloth draperies be- 
hind the doors and windows gave the effect of a 


‘ lighted interior. At night, of course, the interior 


was actually lighted. 

Six pieces of grass furniture were in the fore- 
ground and a very artistic torchiere on the right 
of the doorway. A pathway of artificial stone ex- 
tended out from the house in horseshoe fashion 
with a fountain playing in the center. Multi- 
colored flowers in grass baskets added to the effect. 

A seashore window featuring rompers, toys and 
things the youngsters use at the shore and on vaca- 
tion was exhibited by Stern Brothers. A varnished 
back set, consisting of two-latticed windows, gave 
the effect of the side of a seashore bungalow. At 
the right a baby doll, dressed in rompers and a white 
cap, was having a rollicking time, sliding down a 
“chute” of the kind seen at playgrounds and at the 
beach. A much interested grey and white stuffed 
Airedale was watching him. 

A few feet from the bottom of the chute another 
figure similarly dressed was playing with shovel and 
pail. Near the extreme left of the set was a green 
beach table surrounded by four iron chairs and sur- 
mounted by a large beach umbrella, on which were 
pictured nursery rhyme characters, such as Little 
Bo-Peep and her contemporaries. 

McCreery also had a seashore window, two sec- 
tions of which were set aside for this display. In 
the section to the left of the Fifth Avenue door a 
sea-gray backdrop gave the desired effect of the 
meeting of sky and ocean. The floor was sprinkled 
with sand and there was also a green rug which 
gave a grass effect. Near the right was a tank, 
about which were four youngsters in lifelike pos- 
tures. Sand moulds, pails, shovels and other beach 
toys were scattered about the setting as though 
carelessly dropped. 

Bathing costumes and beach robes formed the 
motif for the second section of the set. The sea- 
gray background continued over, as also did the 
sanded and grassy floor. A woman near the left 
wore a flowered bathing costume and cap, and at 
the extreme left were two figures, one in a flowery 
bathing suit and the other wearing a suit of popu- 
lar orchid shade. 

Franklin Simon Company had a beautiful win- 
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dow displaying orchid underthings and lounge 
wear. The background was a flowered satin drape. 
The main object of display was an orchid dressing 
cown with flounces of the same color on the sleeves 
and at the bottom. Various pieces of underwear 
of the same shade were draped evenly across the 
set and showed up effectively against a white cara- 
cul rug. An imported boudoir lamp at the right 
and a silvered wicker vase containing fresh flowers 
completed the set. 





BRIDAL DISPLAY PROVES INTERESTING 

An interesting bridal display recently shown in the cor- 
ner window of Harzfeld’s Parisian Store, Kansas City, Mo., 
not only attracted large crowds of interested shoppers, but 
was the cause for many congratulatory expressions for 
Harry Garfinkle, display manager. 

The entire setting was unusually artistic with the con- 
ventional arch under which stood the bride, holding a 
bouquet of roses and lilies of the valley. A panel painted 
in pastel shades showing a flying cupid made an effective 
background. 

Four bridesmaids, two on each side of the bride, and a 
beautifully clad flower girl were in the display. The frocks 
and hats of the bridesmaids were alike, each in a popular 
spring color. 





DISPLAY WINDOWS IMPROVED 

Four larges panels, to form a portion of the background, 
have added to the attractiveness of the display windows 
of Bedell’s, Milwaukee, Wis. This store has an arcade 
front, which gives a great deal of display space, and the 
panels, Japanese in effect, with two birds of Paradise 
perched on a novelty tree, have been placed around the 
edge of the arcade. 





Display Merchandising Contest 
(Continued from page 14) 


Ned Mitchell, the well-known display authority 
of New York City, has told through the columns 
of The DISPLAY WORLD the wonderful selling 
power of window display, citing an example of one 
display of bead necklaces that brought sales at the 
rate of $1,000 a week in one store with the window 
display alone, and the sales kept up as long as the 
window remained in. 

Theory has its place, but it’s facts that will 
bring home to all that window advertising is no 
wild dogma of the radical, but the safe, sane and 
intelligent haven of the American retailer and na- 
tional advertiser. 

The 1925 Window Display Merchandising Con- 
test is open to all; begin now to plan your par- 
ticipation. It is an event that the whole merchan- 
dising world is looking to for concrete facts about 
window display. Everyone has an equal chance to 
win the valuable trophy cups, three of which are 
offered. And, most important, each entrant is tak- 
ing a big part in the growth and development of 
American business, because from the data obtained 
much good will result. 














| As Encyclopedia 


on Show Card 
Advertising 


Read SIGNS OF THE TIMES every month 
for latest ideas and information on show cards 
and show card advertising. 


The June issue carries among others the follow- 
ing exclusive features: 


Card and Sign Writers, Though Advertising Men, Are 
Often Poorest Advertisers. By H. C. Martin. 


Finding New Fields in Which to Apply the Art of 
Show Card Writing. By G. B. Spurgeon. 


“Dim” and “Eck” Giving Snappy Service in Long 
Beach. By Larry Hewitt. 


Store Cards Must Have Variety to Be Effective. 
By James H. Hilton. 


Card Writer’s Opportunities for Making Cut Draw- 
ings. By Albert G. Teachman, Jr. 


Card Writers Who Use Acres of Scrolls Should Be 
Wall Paper Designers. By H. C. Martin. 


The Gnome. By Geo. W. Koons. 


Thirteen and a Half Year Old Subscriber Aspires 
to be Master Craftsman. By Willis Werner. 


Department of Art News. 
Department of Lettering. 


A Treatise on Lettering for Those Who Aspire to 
Perfection in Detail. By Louis F. Bense. 


Cloth Sign Frames Should Be Well Fastened in a 
Neat Manner. By Bert L. Hardt. 


$3.00 Will Put You on the Subscription List 
for a Full Year. 


SIGNS OF THE TIMES 


CINCINNATI, OHIO 


Publishers of Standard Books on Show Card Writing, 
Lettering and Art, including Gordon’s great show card 
book, “Lettering for Commercial Purposes” ($3.50) 
and Rosenberg’s popular book, “Practical Art” ($5.00). 


June, 1925. 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 


Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
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Novel Easter Window Created 


Decoration firm supplies interesting display ir 
city accustomed to things unusual 


By EMMETT CHESSER 
Display Specialist, Eugene Crozier Co., New Orleans, La. 


“JUST THE BEST” 
Papier Mache 


New Orleans, with its multiplicity of gala fes- 
tival days, is rather blase in the matter of decora- 
tions, therefore decorations in the Carnival City 
must be unusual, if not actually unique to attract 
attention. So when the Easter window of D. II. 
Holmes & Company, one of the South’s largest de- 
partment stores, drew thousands of admirers more 
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Easter Creation by Eugene Crozier Co. for D. H. 
Holmes & Co., New Orleans, La. 
than usual it was an eloquent tribute to the de- 
signers. 
One of the novel and attractive features was a 
line of “dirigible” a‘rplanes with the balloons made 


AT 
ALL 
TIMES 


of large Easter eggs. 

Eugene Crozier, interior decorator, designed the 
window. Mr. Crozier has the only establishment 
in the South which covers the entire field of in- 
terior decorating—from designing the displays or 
festive day ornamentations to furnishing the ma- 
terials and doing the work. 

Unique lighting effects, lights entwined with 
floral hangings, spring garden baskets from which 
drooped gorgeous arrays of flowers, set off by 
colored electric bulbs hidden in the foliage, cast a 
colorful glow over the Easter basket, bunny rabbit 
and candy egg contributions. 

The elaborateness of the scheme was materiaily 
enhanced by the candy boxes and Easter baskets 
on the grass mat covered floor of the window. An 
enormous egg was placed directly in the center of 
the front; atop of this was a miniature Easter 
parade of toy wagons bedecked with Easter flowers 
and candies. 








Art Fontaine 
Exposition Company 


10714 N. Main Street 
Los Angeles, Calif. 





ADDITIONAL SPACE SECURED BY STORE 
D. K. Lundberg & Company, Mason City, Iowa, have 
leased the building adjoining their store and plan to re- 
model it and connect it with their present store. Several 
new departments will be added and a large expenditure 
made for new fixtures. 
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228 Caxton Building 





’ ALL-METAL 
ADJUSTABLE 
PANTOGRAPH 


Indispensable for rough-outs, 
layouts, enlargements, reduc- 
tions, and wherever a drawing 
board is used. 
Fully adjustable, with an ex- 
tremely simple and almost in- 
stantaneous adjusting device. 
Made of the finest materials 
and absolutely guaranteed. 
Sent postpaid on receipt of $3.00. Try it. 

Money refunded if not satisfactory. 


DRAWING-AIDE COMPANY 


Cleveland, Ohio 
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“Waa 1 Picture Your Message” 
















Window Display Screens, 
Backgrounds, Panels and Dec- 
orative Platforms, Tripods, 
etc., for 


Rent or Sale 


Individual and Artistic. New DNe- 
signs. Beautiful color combinations 
with changeable scenic centers. 
Will please the most fastidious 
display manager. 


JOHN MASON 


Philadelphia 
























1608 Pine Street 


VILLA LLL MMA 


LLL LLL LLL LLL 











| 


TH 


| 19 EAST 15th STREET 





E KINNEAR ARTCRAFTS 


| 
Window Settings and Novelties, , 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 


NEW YORK 
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Vienna V 





Tea—Fashion and Illumi- 
nated Dolls, Artists’ Heads, 


Bonbonnieres. 


JI. GOTTWALD 


Manufacturer of the World-Famous 


VIENNA DISPLAY WINDOW 
Wax Figures 


I 


CATALOGUES FREE. 
COMPARE THE PRICES! 





Gumpendorferstrasse 55 
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SERVICE FIELD 


Only a limited edition has been printed. 


Order Your Copy Now. Price, FIFTY CENTS 


WORLD, Cincinnati, O. 


The DISPLAY WORLD Service Bureau has com- 

extensive survey of the display service 

field which it has just published in booklet form. 
This survey contains a vast amount of valuable 


information never before available, and reveals the 
existing situation in the display service and installa- 


A copy should be in the hands of every advertiser 
using or interested in window displays. 


4 
$ 
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FOR MERCHANTS ~— DISPLAYMEN ~ ADVERTISERS 


SERVICE BUREAU 


The DISPLAY WORLD will be glad to supply the 
latest authentic information about anything in the dis- 
play line in which you are interested. If you do not 
find your needs listed on this blank, write a separate 
letter. If we do not have the information you want 
on file, we'll find out for you. Avail yourself of our 
incomparable service facilities without cost or obliga- 
tion, 


_] Air Brushes 

|] Animated Signs 

_] Artificial Flowers 

_] Artificial Snow 

|] Art Screens 

_] Art Studies 

_] Backgrounds 

_] Background Coverings 
_] Books on Cardwriting 
_] Books on Display 

_] Books on Draping 

_] Booths and Floats 

_] Brushes and Pens 

_] Cabinets—Revolving 
|] Card & Mat Board 
_] Card Writers’ Materials 
_] Cash Carriers 





[] Chairs and Seats 

C] Color Lighting 

[] Counters and Shelving 

(] Crepe Papers 

(] Decalcomania 

(] Decorative Papers 

[] Display Furniture 

C] Display Forms 

(_] Display Racks 

(] Dividers—Show 
Window 

(1) Drawings and Paintings 

() Drawing Boards 

_] Exhibit Displays 

(] Fabrics and Trimmings 

() Fixtures 

[] Flags and Banners 


_) Hammers—Window 
L] Lamp Coloring 


_] Lithographed Displays 


C] Lighting and Equipme 

_] Natural Foliage 

(] Pageants and Exhibi 

[] Papier Mache 
Specialties 

|] Plaques (Window) 


[] Plastic and Composi- 


tion Pieces 
[] Plushes and Velours 


[] Price Cards and Tickets 


C] Price Ticket Holders 

[] Reflectors 

L_] Revolving Display 
Tables 


_] Screens (Background) 


[] Shoes—Window 

[] Show Cards 

-] Show Card Schools 
_] Show Card Service 
(] Show Card Supplies 


_] Do You Plan to Rem 


_] Show Cases 
| Show Case Lighting 

nt [] Signs—Brass and 
Bronze 

(} Signs—Electric 

(] Signs—Wood Letter 

C] Stencil Outfits 

_] Stock Posters 

(] Store Designing 

C] Store Fronts 

_] Time Switches 

(] Valances 

C] Wall Board 
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_) Signs and Card Holders 


_] Wax Forms and Figures 
(] Wickerware Specialties 
|] Window Display Service 


_] Window Drapes 

_] Window Lighting 

_} Window Shades 

() Window Trimming 
Schools 

C] Wood Carvings 


odel Your Store Soon? 


[] Do You Plan to Build a Store Soon? 


Mail to 


THE DISPLAY WORLD 


Cincinnati, Ohio 
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Show Cards Should Be Seasonable 


Colors and arrangements of cards that are in keeping with the weather 
as well as the class of goods shown should always be used 


BY FRANK DODSON 
Display Manager, Globe Shoe & Clothing Company, Pittsburg, Kansas 


UCH has been said about the necessity 
for exhibiting merchandise of harmoniz- 
ing colors and material in keeping with 
the season, but this rule is, perhaps, 

more applicable to the use of the show card than 
to any other feature of the display. 

Colors, designs and arrangements that are out 
of line with the moods of the prospective customer 
are certain to result in utter failure. At this sea- 
son of the year only those points known to treate 
a cool, comfortable feeling should be employed. 


Outdoor scenes with plenty of shady spots and 
an appearance of gentle motion are the most effec- 
tive means of accomplishing this. Quiet, cool look- 
ing streams, or a sheltered nook of the seashore, 
lend an effect that is irresistible during the sum- 
mer season. The lettering and borders, of course, 
should be of the same character and layout. 

The cards illustrated below were composed of 
colors and designs suggestive of places foremost 
in the minds of the average individual at this 
season of the year. 


Exceptionally Attractive and Artistic Group of Cards by Mr. Dodson, 
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Ghee record of progress of the Daily organization é 

dates back to the early part of this century—- NEw 
seventeen years of service and satisfaction consti- 
tute our platform of confidence. 





Yet we do not ask you to buy 


TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 
DAYTON, G. 


on confidence born of their reputation—we solicit 
your patronage because of the quality of this mer- 
chandise as it is today—better, far better, than ever, 
which is saying something! A purchase represents 
an investment—your money can’t fail to bring re- 
turns in quality and: satisfaction. 























\ BERT L. DAILY 





























126-130 E.. Third Street | Dayton, O. 











novel ‘Short-cuts Sor a letterer § 


The New 8" Edition!) 
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tells you how to get the most out 


f a ‘a Speedball Pen | 
Our Artist Friends 


know a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


SHO-CARD 
Quality Board 


that we have been forced into 
greatly increased production. 
To our great gratification— 
Quality Does Count. 


SS ; Twenty-seven gorgeous colors 
The most popular text book ever published : in all. Samples on request. 


edball Pens, Hurlock Bros. Co., Inc. Mfrs. 


C. Towan nde AT HSA Pen Co.. : 3¢ Market St. PHILADELPHIA, PA. 


G This hook with a dozen Speedball Pens, sO . 
any style) A-BerC- and a bottle of Speedball Ink Ar 
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How Show Cards Interest the Public 


Today more attention is being given to the show card in the window 
than ever before with a result of greater sales of the goods 


By JACK HILTON 


Display Manager, Ritter & Meyer, Youngstown, Ohio 


HOW cards, if attractive, are responsible 
for more than eight out of every ten 
sales produced through the windows. 
A check of my own displays show that 
every time the windows are changed the same 
faces may be seen scanning the show cards more 
than the merchandise exhibited. Even the women 
are paying more attention than ever to the cards. 


An interesting design of some description should 





Group of Cards by Jack Hilton, Ritter & Meyer, Youngstown, Ohio. 


be used in the lefthand corner of the card to break 
the plain look a bit and to give it more individualism. 
The system of color and the size and design should 
be changed every week so that there will always 
be something interesting and new. 

A card writer should spare no pains in making 
up his cards, for their value is too great to take a 
chance on poorly prepared ones. This was illus- 
trated very forcibly to me recently when a cus- 
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tomer (a druggist here) entered the store and asked 
where we had our show cards “printed.” When 
told that they were all hand-made he became in- 
tensely interested and now has me make all the 
cards for his three stores. 

You can never tell who is watching your work 
and what it will later mean to you, so the more 
care-taken with the little details the greater the 
opportunities for personal advancement and the 
sale of the merchandise displayed. : 





Display Manager Wins First Award 


Waterbury display executive is winner in annual 
display contest for seventh time 


First prize in the silk division of the window display 
contest held recently in Waterbury, Conn., was won for 
the seventh consecutive time by Anthony Ficeto, display 
manager for the Boston Silk Store. More than sixty 
merchants competed in the event, which was viewed by 
thousands of interested persons. 





Prize-Winning Display by Mr. Ficeto 
in Recent Window Contest. 


Two displays were entered by the Boston Store and 
were beautiful in color scheme and arrangement. The 
Butterfly Girl display illustrated here was made of uncut 
material. The wings were yellow silk and the body black. 
sutterfly cutout display stands and flowered effects added 
greatly to the presentation. A concealed spotlight created 
a striking effect. 

W. J.. McKeon, display manager, Saks Fifth Avenue 
Store; Edward Munn, display manager, Franklin Simon 
Company,.and J. Henning, of the Dry Goods Economist, 
all of New ‘York City, judged the events. 


NEW STORE PLANNED FOR MINNEAPOLIS 

Prospects. that the Young-Quinlan Company, Minne- 
apolis, Minn. ,woman’s specialty shop, will soon start erec- 
tion of its new home are seen in reports that tenants on 
the premises’ it owns have been notified that their leases 
will not» be renewed. 

Lacking the usual denials made when similar rumors 
have been brought to the firm’s attention, it is believed that 
the modern building long contemplated will soon be a 
reality. Plans for the building have been drawn and 
everything is in readiness as soon as the decision to go 
ahead is made. 
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Le TINTS. 


Marvelously blended in 
several delicate shades. 


Very appropriate for nu- 
merous displays. Send 
for free samples and fac- 
tory prices. 


National Card, Mat & Board Co. 


Manufacturers of 


“Cardboards of Distinctividuality” 
4318-36 CARROLL AVE., CHICAGO, ILL. 














Air Brushes, Automatic Electric Air 
Compressors, Foot Pump Outfits, 
Easel Drawing Tables, Stencils, Etc. 








MAKE THEM STOP.- 
To Look at YOUR Windows 


Windows can be your star salesmen, if you 
keep them dressed up and attractive. 

The Paasche Air Brush will help you do this. 
Striking displays, attractive show cards and back- 
grounds, simply and quickly made the Paasche 
way, will draw customers into your store. 

Dress up your windows and pep up your sales 
with a Paasche Air Brush Outfit. It’s inexpensive 
and pays big returns. 


Write us today for details. 
PAASCHE AIR BRUSH COMPANY 
1902 Diversey Parkway Chicago, IIL. 


New York Cleveland Los Angeles Detroit 
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Solving Small Store Display Problem 


Retailers and displaymen in smaller cities face difficult problem in 
making small appropriation go a long way and accomplish much 


By WILLIAM SCHRYVER 
Display Manager, The Quality Shop, Ionia, Mich. 


VERYONE believes in signs, whether 
they claim that belief or not. Not just 
the bad luck signs that make people 
walk around a ladder and shudder with 

fear when they break mirrors, but the happy ones 
that foretell spring and the glad spirit that per- 
vades when that season is here. 

Show windows are signs foretelling the wel- 
come news of new seasons, patriotic days and lo- 
cal events of special significance, and they are 
signs of much import to the store which they rep- 
resent. 

If a displayman were to walk down Main Street 
stopping every woman he met to tell her of the 
wonderful new line of spring merchandise just re- 
ceived, of the popular shades and styles, he would, 
in all probability, be treated with disdain, perhaps 
even mistaken for a pickpocket. But he can tell 
every Mrs.‘ Smith and Mrs. Brown that same story 
by decorating his windows in their loveliest spring 
attire and let them speak for themselves. 


Attractive Display Created by Mr. Schryver for The Quality Shop, Ionia, Mich. 


Although artistic effects are the greatest to be 
desired in window display, it must be borne in 
mind that the windows are the representatives of 
the store which meets the public directly and, 
therefore, must speak to all classes of people. It is 
also desired that they express a certain elegance 
in simplicity and rich coloring and yet have enough 
of the bright colors, the newest styles and fads 
with popular prices to attract other types of 
buyers. 

In our store each window is given exclusively 
to one department or together with the depart- 
ment that carries suitable accessories and changed 
frequently for another department’s showing until 
each one is represented. Thus the different kinds 
of merchandise handled are kept before the mind 
of the public without attempting to pack corners 
from each department into one small window, as 
is so often done in small towns. 

The question of making a small appropriation 
go a long way and accomplish much is one of the 
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most difficult problems of the small town store. 
Last fall we were confronted with decorating our 
interior and windows attractively without any 
great expenditure of money. Artificial autumn 
leaves, which we have had for several years in 
combination with wheat, bittersweet, cat-tails and 
a few decorated weeds proved the solution. 

For the Christmas windows we needed two six- 
foot candlesticks, and, finding that they would cost 
thirty dollars a pair, we got clay from the country, 
carved our own mold and baked them in the kilns 
of a pottery company. After being gilded with red 
bronze, using card board for candles with electric 
bulbs on each, we had two very attractive candle- 
sticks for comparatively nothing. 

Needing stands to obtain a desired drapery 


effect we used ordinary stands with a half-sphere,. 


nine inches in diameter, on the top of each. These 
were made by a local carpenter for 75 cents apiece 
and the materials draped over them looked un- 
usually attractive, even ordinary gingham showing 
to an advantage. A little paint and gilt made fix- 
tures more than six years old look like new. 

Mat board cut-outs or just rectangular pieces 
with stylish figures painted on and fastened to the 
panels at the back of the window make attractive 
backgrounds. If one is not original enough to do 
the figures, it is always possible to find them in 
advertisements and magazines, and, with the aid 
of a pantograph, can be enlarged and drawn on 
any size background. Hand-painted show cards 
are practically unknown in small towns, but with 
the articles and suggestions given in the trade 
magazines the art is easily mastered. 

Artistic windows attract and an even balance 
withthe selling aspect will make the passerby 
enter the store and undoubtedly purchase. 





DALLAS STORES DECORATE FOR U. C. V. MEETING 

Practically every retail store in the city of Dallas, 
Texas, presented special window displays as a part of the 
decoration for the annual reunion of the United Con- 
federate Veterans. Relics of the Civil War and the period 
following were shown in many of the windows. 

Among those who co-operated in this feature were: 
Neiman-Marcus Company; D. Kuykendall, Titche-Goettin- 
ger Company; I. I. Lorch, A. Harris & Company; L. R. 
Brown, Sanger Bros. Company; A. Hudson, Hurst Bros. 
Company; Frank B. Steiner, E. M. Kahn & Company, and 
D. L. Whittle Music Company. 





DISPLAYS FEATURE OF CELEBRATION 

Special window displays were created by practically all 
retail merchants of Whitesboro, Texas, as a feature of a 
huge celebration held Tuesday evening, June 9. Although 
no prizes were awarded for the most attractive, a friendly 
rivalry existed and many elaborate presentations were 
created. 

The event was held under the supervision of the retail 
division of the Chamber of Commerce, and was witnessed 
by several thousand people. 











W. B. YOUNG & CO. 
SHOW-CARD WRITERS’ SUPPLIES 
160 NORTH WELLS ST. CHICAGO, ILL. 

Write for Catalog and Samples 

















The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 
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- Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 

















Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


8281 E. MAIN STREET RICHMOND, VA. 














WHY LIMIT YOUR SELECTION? 

When you need help why confine yourself to local talent? You 
do this automatically if you only advertise locally. A DISPLAY 
WORLD Want Ad is read by ambitious, trained workers from 
Cape Cod to the Golden Gate. 
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Doings Among Displaymen Everywhere 











Jules E. Beaumont, of Dunkirk, N. Y., a well-known 
displayman of the lake territory, has accepted the position 
of display manager of the Kobacker Store in Buffalo, N. Y., 
succeeding E. Preston Browder, who resigned recently to 
enter the national display advertising field. 





Albert Torosion, for a number of years display manager 
of the men’s departments of Franklin Simon & Company, 
New York City, who recently left that firm to take charge 
of the department for the new Finchley store on Fifth 
Avenue, has returned to Franklin Simon & Company. 

George H. Janes, formerly with The Fashion Shop, 
Washington, D. C., has accepted a position in the display 
department of Frederick Loeser Company, Inc., Brooklyn, 
N. Y. He will work under the supervision of Frank H. 
Stephens, display manager, and will devote his entire at- 
tention to men’s wear. 





Cooper P. Smith, formerly display manager for Bolton 
& Shoemaker, Jacksonville, Texas, has accepted a similar 
position with Owen & Broom Company, Athens, Texas. 





With the reorganization of Werner & Werner, Locust 
at Sixth Street, St. Louis, Mo., E. W. Calvin, formerly 
display manager, has been promoted to general sales and 
advertising manager. Melvin Wullschleger, who was Mr. 
Calvin’s assistant, has taken charge of the display depart- 
ment. 

George A. Smith, of New York City, director of dis- 
plays for the United States Rubber Company and for other 
nationally advertised products, was one of the members 
of the Anglers’ Club participating in their annual outing 
at the Bingleton Farm at Hackettstown, N. J., on the 
banks of the Musconetung River, which is supposed to be 
one of the finest trout streams in the world. Evidences 
of the large catch were secured by Carl Worzinger, who 
was taken along as official photographer. 





In the absence of I. Eldridge, who holds the destinies 
of R. H. Macy’s, New York City, windows and interiors 
in his hands, Emile Schmidt, his assistant, has been very 
busy building the electrical and the camping expositions, 
which are being shown simultaneously in the new build- 
ing. The electrical show was honored by the presence of 
Thomas Edison, who attended as a guest of Jesse Strauss, 
while the camp exhibit had Jackie Coogan as the out- 
standing attraction. Mr. Eldridge is returning on the 
Whte Star Liner “Olympic,” June 20. 





Aaron Grenard, a well-known illustrator, is a recent 
addition to R. H. Macy & Company, New York City, dis- 
play department. 





Emil Katz, of Katz-Charrot & Company, New York 
City, manufacturers of artificial flowers and novelties, 
sailed May 29 for Europe on a three months’ business trip. 
He plans to bring back some fine examples of the 
European art of flowers. 





A novel display has just been installed by Clinton M. 
DePuy, display manager of the Goodrich Rubber Com- 





pany, New York City, in that company’s massive windows. 
It depicts the evolution of transportation, starting with the 
ancient Egyptian man carrier, thence to the camel, donkey, 
ox cart, horse, steam, gasoline and electricity. A feature 
of the display is a model truck equipped with tiny Good- 
rich solid tires. 





Arthur Freeman, former president of Einson-Freeman 
Company, lithographers, has resigned and is now at the 
head of a display service organization for banks under 
the firm name of Freeman-Smart Company, 605 N. Michi- 
gan Avenue, Chicago, IIl. 





J. Allyn Dean, display manager, The Crescent Store, 
Spckane, Wash., was recently awarded first prize for the 
best window advertising National Forest Week. The dis- 
play showed a “smoke chaser” in full outfit, with a forest 
scene in the background. 





John J. Cronin, display manager, L. Bamberger & Com- 
pany, Newark, N. J., and past president of the I. A. D. M., 
will sail July 4 on the Leviathan for his second tour of 
Europe. He will be away for several weeks, studying the 
store and window decorations of England, France, Belgium, 
Germany, and other countries. 





A. C. Kien, for several years display manager for the 
R. B. Clothing Company, Cincinnati, Ohio, is now in charge 
of the display activities for the three stores operated in 
that city by the Becker Clothing Company. 





D. P. Smith, display manager for Falk Mercantile Com- 
pany, Boise, Idaho, for the last several years, has been 
appointed to a similar position with B. F. Schlesinger & 
Sons, Oakland, Calif., who recently purchased the Kahn 
Department Store as a unit of their chain of Pacific 
coast stores. 





M. R. Hiller, formerly display manager for the J. R. 
Sullivan Store, and for fifteen years with M. Katz & 
Company, both of Fulton, N. Y., is now connected with 
F. A. Empsall Company, Watertown, N. Y., in charge of 
all window and interior decoration. 





Harold A. Porter has established a window display serv- 
ice at 1417 Sixth Avenue, Rock Island, Ill, covering the 
tri-cities of Rock Island, Moline and Davenport. He is 
building up a service covering both the handling of local 
and national displays. 





Harold F. Krueger, formerly display manager for the 
Dardis Drug Company, of Spencer, S. D., has established 
a window display service for national advertisers in Sioux 
Falls, S. D. 





Harold Meiers, formerly display manager for Carl Jack- 
son, clothier, of Escanaba, Mich., has established a display 
service in that city and is covering the copper mining terr!- 
tory. 





Donald J. Lantz, who has been in display work in An- 
sonia, Conn., fof the past five yeras, has established a 
window “display service in that city. 
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Arthur Earl Shoemaker, display manager for the Lin- 
coln Clothes Shop, Zanesville, Ohio, is doing some special 
window display installation work for national advertisers 
in his city. 





W. L. Armour has started a display service for local 
merchants in Sterling, Colo., and has established offices 
at 410 Denver Street. Mr. Armour will add service for 
national advertisers, July 1. He was with the Magee Cloth- 
ing Company, of Sterling, as display manager for two years. 





E. B. Lang, of Swampscott, Mass., has just made ar- 
rangements to establish a window display service in Port- 
land, Maine, covering the entire state of Maine. He will 
have branches in all other principal points in the state. 





Charles F. Farren, 24 Woodfin Place, Asheville, N. C., 
formerly display manager and card writer for the Man 
Store, of that city, has opened a window display service 
in Asheville and will install displays for national adver- 
tisers as well as local merchants. 





LOS ANGELES CLUB SEES MAKING OF WAX FIGURE 

One of the most interesting and representative meet- 
ings of the Los Angeles Display Men’s Club since its or- 
ganization was that held recently as guests of the L. E. 
Oates Wax Figure Works. More than 150 displaymen were 
present, which was the largest attendance the club has 
ever had. 

Many enjoyable features were presented by members 
of the club and professional entertainers, but the climax 
of the evening came with the demonstration by Mr. Cates 
and his staff of artists in the making of a cast from life. 
The various stages were demonstrated and explained in a 
simple and easily understood manner. 

Ralph G. Hamer, president, was in charge of the ,ro- 
gram, 


NEW DISPLAY CLUB ORGANIZED 


Displaymen oi Springfield and Holyoke, Mass., recently 
organized a display managers’ association at a meeting 
held at the Chamber of Commerce Building in Springfeld. 
Thirty-six stores were represented and an active member- 
ship campaign will be conducted. 

Officers elected were: John B. Dorey, Court Square 
Store, president; Harold L. Braudis, Meekins, Packard & 
Wheat, Inc., vice-president ; A. Cohen, The Woman’s Shop, 
secretary, and George F. Tibbetts, Forbes & Wallace, 
treasurer. 

Julius J. Paape, Forbes & Wallace; Henry Remillard, 
McAuslan & Wakelin Company, Holyoke, and Henry E. 
Moore, Albert Steiger Company, were elected trustees. 

The club will be affiliated with the International Asso- 
ciation of Display Men. 





SERVICE COMPANY MOVES OFFICES 


The Lawson Window Display Service, of Los Angeles, 
Calif., recently moved its offices from 823 Loew's State 
Building to 210-218 Transportation Building, where they 
are now better equipped to care for the needs of national 
advertisers and their local clients. 

Many new appliances and methods for rendering service 
have been installed. ‘This organization, which has been 
active in the southern California territory for the past 
four years, reports a growing business and bright pros- 
pects for the coming year. H. M. Lawson, a well-known 
display specialist, is manager of the company. 
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er Drawing and Lettering 
Pens are made with both round 
and square nibs in four sizes of each 
style. Used by expert card writers every- 
where. Send $1.00 for one dozen 
assorted Drawing and Lettering Pens. 


The Esterbrook Pen Manufacturing Co. 


Camden, New Jersey 
Canadian Agents: The Brown Bros. Limited, Toronto 























DISPLAY MAN’S AIR BRUSH OUTFIT 


Summer Special $42.95 


Regular price 


1 “‘Wold” Air Brush Type “Master-M”......2...cccccccceess $28.00 
Di Cage ie COE “OOD CIOs donc ccceidsccewccccecten 14.00 
1 Book, “How to Paint Signs and Show Cards”’............ 1.25 

1 Set of 12 Brilliant, Permanent, Liquid, Water-Proof Air- 
GR CEE OME Drude aduulesddcaeeshcveaecsncecgavané 4.20 
ene A OI Bitat cade ds ic bcacesddcatecddaccsccaidece 75 
$48.20 


Clip “Ad” and SAVE $5.15. Send ‘‘Ad” with order for ‘‘The 
Products with the Good Reputation.”’ Or send for information. 


THE WOLD AIR BRUSH MFG. CO. 


2173 N. CALIFORNIA AVENUE CHICAGO, ILLINOIS 


























FAMOUS MASTER STROKE BRUSHES WRITE 
| —— FOR 
FOR CARD WRITERS AND SIGN PAINTERS COPY OF 
og Our New Free Bulletin 


DICK BLICK CO. 
BOX 437-D GALESBURG, ILL. 
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READY TO USE | 

Printed in Bright, Attractive Colors. Equal to Hand- | 
Painted at a Small Fraction of Their Cost. 
WRITE FOR ILLUSTRATED CIRCULAR. | 
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W. B. YOUNG & CO., 160 N. Wells St., Chicago 
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Advertise Your Wants in 
THE OPPORTUNITY EXCHANGE 



























62 THE DISPLAY WORLD 





June, 1925 


Portland to Greet Coast Displaymen 


Second annual meeting of the Pacific Coast Association of Display 
Men at Portland, September 28-30, to be outstanding event 


By A. O. HEWITT 
Secretary-Treasurer, P. C. A. D. M., Portland, Oregon 


T a recent meeting of the Portland Dis- 
play Men’s Club much gratification was 
expressed at the work already accom- 
plished, and all freely predicted that the 

coming Pacific Coast Association of Display Men’s 
second annual convention would be the biggest and 
best of its kind ever held in the history of the West. 

Have you ever noticed that displaymen attending 
conventions seem more human than at other times? 
Perhaps it is because the mixing with their fellow- 
men, who understand and think along the same 
channels as they themselves. At any rate, they all 
seem to enjoy a program of mixed ingredients such 
as the viewing of good displays, good music, enter- 
tainment and happy repartee. Without a doubt it 
pays to get away now and then from the hum-drum 
of business and its responsibilities and obtain new 
angles on the different problems we are facing daily. 

This year’s program will possess a versatile ap- 
peal. Nothing has been overlooked in giving the 
visiting displaymen every opportunity for advance- 
ment in their profession and entertainment that 
they will always remember. In fact, the words 
“de luxe” and “par excellence” are but feeble ex- 
pressions. 

The convention will be held in Portland’s most 
commodious hotel, the Multnomah. The grand ball- 
room will be the scene of the business meetings, 
photo exhibit and demonstrations, and the tea gar- 
den and assembly hall will house the most com- 
plete exposition of exhibits ever displayed on the 
coast, the very latest and finest of fixtures, light- 
ing equipment, wax figures, flowers and set pieces, 
backgrounds and panels ever assembled under one 
roof. 

Visitors to the convention will be lavishly enter- 
tained. On the evening of the opening day, Septem- 
ber 28, the manufacturers have promised a banquet 
to the boys, and all who attended the first conven- 
tion in Spokane will tell you that nothing was 
lacking. 

On Tuesday ,immediately after the noon ses- 
sion, a sight-seeing trip has been arranged to take 
the members and their families out on the world’s 
famous Columbia River highway, with a barbecue 
at Eagle Creek. The closing day calls for the annual 
banquet and a program of high-class vaudeville 
entertainment, ending with a dance. 


Wives of the visiting members will be enter- 
tained at tea, theatre parties and sight-seeing trips 
under the direction of Mrs. Olave Ralph, the only 
woman member of the Pacific Coast Association, 
and the only woman member of the Scene and Pic- 
torial Painters’ Union, having an honorary mem- 
bership. She is a real display artist “who knows 
her stuff,” and she assures all the women who at- 
tend a rare treat. 

Fare and a half for the round trip to Portland 
has been granted by the railroads to the members 
and their families, providing over one hundred 
come by rail; therefore, I urge as many as pos- 
sible will use this means of transportation in order 
that the rate be secured. Ask for a certificate re- 
ceipt when you purchase your ticket. This will be 
validated at convention headquarters in the Mult- 
nomah Hotel and will insure you one-half fare for 
the return trip. 

Make your arrangements now to attend. We 
have guaranteed accommodations for approximately 
seven hundred and fifty ; write or wire your reserva- 
tions early. To know the completeness of this 
convention and its merit one has only to partake 
of Portlarid hospitality, and, in the spirit of the 
true “bon Vivant,” you are welcome to the con- 
vention. 





DISPLAY IN KANSAS CITY STORE ELABORATE 

The first bathing and swimming suit display to appear 
among the department stores in Kansas City, Mo., at- 
tracted no little attention at the John Taylor Dry Goods 
Company on one of the hottest days of the recent heat 
wave. The window occupied the south end of the enclosed 
lobby and the sheltered position was consistently cool to 
follow out the suggestion of the display. 

Display Manager A. E. Butterworth designed the set- 
ting and personally supervised its installation. A pennant 
of rectangular shape showing a girl in bathing togs stand- 
ing at the edge of a wharf was hung in the rear center of 
the window. Directly in front was a bank built of arti- 
ficial turf which served as a seat for the figures of two 
children and one woman dressed in bathing apparel. 





SOBEL OPENS MODERN DISPLAY ROOMS 
David Sobel’s Sons, manufacturers of display fixtures 
and equipment of all kinds, with factory at 143 Grand 
Street, New York City, have opened large uptown show 
rooms at 1151 Broadway, in the heart of the fixture equip- 
ment district. These display rooms are modern and com- 
plete and afford an excellent opportunity to the trade to 
inspect the large line of fixtures. Retailers and display- 

men are invited to visit here while in New York City. 
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P Opportunigy Sxchange~ 


Mien Wanted Positions Wanted Gor Sale Wanted Buy 





SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “‘C. O.,”’ 
Care of The DISPLAY WORLD 


SALESMEN 





The Ross Flood Light is of all-metal construction. Reflector, pure 
copper electrolytically deposited on pure silver. We guarantee the 


silver reflector surface indefinitely. 


If one is ever found to crack or peel we gladly replace it free of 
charge. No paint to peel nor glass to break. 

We have an exclusive sales plan for established Display Service 
Bureaus and territory available for a few high-class salesmen now 


selling display equipment. 


Write for complete information. 


Correspondence confidential. 


H. C. ROSS & CO. 


600 METROPOLITAN BUILDING 


"LOS ANGELES, CAL. 








WE WANT TO SELL 
ANYTHING 
YOU WANT TO BUY 


in the way of books on draping, 
show card writing, lettering, etc. 
A complete ready reference library 
at the disposal of any displayman 
or card writer makes his work 
easier and provides a source of 
ideas and suggestions that will de- 
velop sreat improvement and orig- 
inality. Address, “B. O. B.,” 


Care of The DISPLAY WORLD 


MR. DISPLAYMAN: 


There is a big profit for you to 
introduce our window display re- 
flectors in your city and vicinity 
High-class repeat order sellers 
that will assure you of a steady 
income. Old-established house since 
1898. Write immediately for cata- 
Jog and full information. 


SUNLIGHT REFLECTOR 
COMPANY 


226=228 Pacific St. Brooklyn, N. Y. 





WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 














SALESMEN WANTED 


To sell the finest line of holiday 
ready-to-letter show cards and 
price tickets. They’re easy sellers 
and big money makers. 


Special Proposition to Dealers 


THE LACKNER CO., 


21 W. Pearl St., Cincinnati, Ohio 


FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.00 one-half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 











WE ARE GIVING AWAY 
without obligation, information regarding 
the proper use of color in securing effec- 
tive combinations for window displays, 
show cards, and wherever color is used. 


Address “T. C. C.,” 
Care The DISLAY WORLD. 

















WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
Strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 
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The DISPLAY WORLD OPPORTUNITY EXCHANGE is the 
Clearing House of the Display Field 


HERE’S FURTHER PROOF 


Mr. R. H. Knapke, Adv. Manager, 
Care The DISPLAY WORLD, 


1209 Sycamore St., Cincinnati, O. 


Dear Sir: 


Baltimore, Md., May 29, 1925. 


We have had very good results from the Want Ad placed in your valuable 
magazine. Through this we have purchased an elephant, and now request that 
you kindly discontinue the ad. Thanking you, we are, 


Yours very tru 
RAEGER OF BALTIMORE. 


B 
MH:B (Signed) MILTON HARTMANN, Display Manager. 
Braeger of Baltimore ordered the insertion of this Want Ad in our May issue, out May 
15, and on May 29th their wants had already been taken care of. 


This is not an exceptional case, but an every-month occurrence, and it can pull like 
results for you if your wants and needs are made known in its columns. 


ONLY $1.50 PER COLUMN INCH 


Ads in the OPPORTUNITY EXCHANGE cost only $1.50 per column inch, cash with 
copy. Don’t wait any longer—someone wants what you have or has what you want—many 
men are looking for positions and many firms are looking for men. Write today 


The DISPLAY WORLD Opportunity Exchange, Cincinnati, Ohio 
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DISPLAY FEATURE OF CHARITY FUND CAMPAIGN 

In a-recent campaign of the social welfare organiza- 
tions of Cincinnati, Ohio, to raise the necessary finances 
for the next year, window display was made an important 
part. Fifteen of the largest department stores in the city 





were asked to represent the different branches of the cen- 
tral organization by window presentations. 

The Alms & -Doepke Company was allotted the Salva- 
tion Army as its part, and Lawrence Riesenbeck, display 
manager, arranged the window in the accompanying illus- 
traticn. 

Mr. Riesenbeck is an expert authority on window deco- 
ration with a record of twenty-four years’ service with 
the Alms & Doepke Company, and his display in connec- 
tion with this campangn was highly praised. 





NOVEL DISPLAY OFFERED RETAILERS 

A very elaborate and attractive window display on 
Windsor Washandredy Krinkle Fabric has just been com- 
pleted by the Consolidated Selling Company, Inc., New 
York City, and is being offered the retail merchants carry- 
ing this fabric for a period of one week. 

This exhibit is a miniature reproduction of the main 
building of the Windsor Print Works, of North Adams, 
Mass., and shows the manufacturing process used by them. 
The complete review consumes about three minutes and 
at the end the mechanism reverses automatically to the 
first scene. The model measures seven feet five inches in 
length, two feet ten inches in width, and is four feet eight 
inches high. 

The wall of the first story is complete with windows, but 
transparencies have been substituted for twelve windows 
in the second floor. Lights give the effect of a mill in full 
operation. Additional transparencies in the base of the 
model explain the various processes portrayed. 

The first transparency in the base, when illuminated, 
describes the preliminary processes. In a second or two 
the transparency above shows workers busily sewing to- 
gether great lengths of unbleached cloth. A section of 
the wall is then gradually lowered and reveals a kier-room 
scene and the method of handling cloth there. The wall 
closes and the transparency in the base comprehensively 
describes the processes covered by the second series, de- 
signing and printing. The first scene in this series shows 
an engraver at his work, and immediately, a diminutive 
printing machine through which an attractive Windsor 
Washanredy Krinkle pattern is being. run, 

There are four additional series which show in proper 
sequence a battery of printing machines, the steaming and 
ageing machine where colors are developed, a miniature 
soaping machine with cloth passing through, the process 
of tentering cloth to obtain a uniform width, a large pack- 
ing room where cloth is prepared for shipment, and finally 
a folder or hooker measuring finished Washanredy Krinkle. 
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The Universal Appeal of the American Girl : 
Is Attained in These Wax Figures 


Model No. 4AFL 


The spirit of youth and 
charm is conveyed to the 
display of garments on 
these figures. They rep- 
resent the ever-increas- 
ing demand of American 
femininity, As such they 
will command attention. 


Because they are 
cast from the 
living American 
girl herself and 
are endowed 
with her knack 
of displaying 


clothes well. 





Model No. 2AFL 
















Model No. 5AFL 


All  Palmenberg 
wax figures are de- 
tachable, inter- 
changeable and 
washable, as well as 
constructed along 
the latest style body 
proportions and 
measurements. 


J. R. PALMENBERG’S SONS, Inc. 


CHICAGO 
204 W. Jackson Blvd. 


- 


122 W. Baltimore Street 


63-65. West 36th Street, New York 


BOSTON 
26 Kingston Street 


a tein 


SAN FRANCISCO 
11 First Street 
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Beautiful Decoratives 
for 
Particular bly Men 


Adie Tonies 





Beautiful Feature Window Display by Carl Goettman 
for Joseph Horne Company, Pittsburgh, Pa. 
Decorations by the Adler-Jones Company. 
3 Our entire Sales Personnel 
will be glad to meet you~at the 


\. D. M. Convention in St. Louis 
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: The Adler-Jones Company 
7 649 So. Wells St. 
| CHICAGO 
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